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Times  Square:  Ground  Zero  for 
the  Post's  Ken  Chandler  (left) 
and  the  News’  Les  Goodstein 


We're  local; 
coast  to  coast, 
in  newspapers... 


>  The  Philadelphia  Inquirer 

>  Detroit  Free  Press 

>  The  Miami  Herald  &  el  Nuevo  Herald 

>  San  Jose  Mercury  News 

>  The  Kansas  City  Star 

>  The  Charlotte  Observer 


>  Fort  Worth  Star-Telegram 

>  Saint  Paul  Pioneer  Press 

>  Contra  Costa  Newspapers 

>  [Philadelphia  Daily  News 

>  Akron  Beacon  Journal 

>  The  (Columbia,  S.C.)  State 


>  Lexington  (Ky.)  Herald-Leader 

>  The  Wichita  (Kan.)  Eagle 

>  The  Macon  (Ga.)  Telegraph 

>  Tallahassee  (Fb.)  Democrat 

>  The  (Wilkes-Barre,  Pa.)  Times  Leader 

>  Duluth  (Minn.)  News  Tribune  ,  ;  . 
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CaHa  Anderson,  the  Daily  News'  "Urban  Warrior", 
didrt^t  understand  something:  Why  wasn't  the  city 

thing  about  the  40,000  abandoned  cars 
the  neighborhoods  of  Philadelphia? 

For  months,  Anderson  goaded  City 
ll'tfityfwnove  these  eyesores. 

itified  the  reason  for  the  prob- 
en  showed  how  cities  like  Chicago 
cars  into  revenue 


ary,  tiWQqily 
photographs  of  fh4 
"Abandoned  Car  of 
the  Day."  With  a 
brief  description  of 
the  car  and  its  location. 
Ar^  then  thcnsfe  chilling 
wdfds  "The  Urb^^Varrior  ii  ^^tching...." 

It  took  nearJl^  rnpnths,%v^^inqlly  the  city 
resp(^^ded.  The 
campaign  to  tow 
junkers  p  day  fjj/-  40 

Eight>W(^Ks  later, 

Philadelphia  was  33,000 
abandoned  vehicles  cleaner. 

Knigfff  Ridder  con-„ 
gratulates  both  the  D«^‘ 

News  and  its  Urban 
Warrior  for  a  battle  well 
fought.  And  won! 

Now  the  Urban 
Warrior  can  move  on  to 
her  next  battle — abandoned  buildings. 

Knight  Ridder.  What  a  difference  a 
newspaper  can  make. 


‘  Belleville  (III.)  News-Democrat 

■  Columbus  (Go.)  Ledger-Enquirer 

■  The  (Biloxi,  Miss.)  Sun  Herald 

'  The  (Fort  Wayne,  Ind.)  News-Sentinel 
i  The  (Myrtle  Beach,  S.C.)  Sun  News 
•  Bradenton  (Fla.)  Herald 

■  Grand  Forks  (N.D.)  Herald 


•  The  (San  Luis  Obispo,  Calif.)  Tribune 

■  The  Monterey  County  (Calif.)  Herald 

■  (State  College,  Pa.)  Centre  Daily  Times 
'  Aberdeen  (S.D.)  American  News 

'  The  (Warner  Robins,  Ga.)  Daily  Sun 
’  The  Olathe  Daily  News 


...and  on  the 
Real  Cities  Network. 


REAL 

www.realcities.com 
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KBA  Newspaper  Presses 


Newspaper  Maker 


News,  stories,  features.  From  the  far  comers  of  the  globe.  Fresh  every 
day  in  your  newspaper.  To  achieve  this,  our  presses  are  in  action 
night  after  night,  the  world  over.  At  KBA  in  Wurzburg,  the  cradle 
of  press  engineering,  we  have  been  driving  advances  in  printing 
technology  for  more  than  183  years,  enhancing  safety,  speed, 
quality  and  colour.  Giving  you  the  benefit  of  our  unparalleled  know¬ 
how,  drawn  from  experience.  So  if  you  want  to  re-align  your 
newspaper  production  to  a  multimedia  future,  just  give  us  a 
call. 
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Koenig  &  Bauer  AG 
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For  further  information  please  contact: 

KBA  North  America  Inc.,  Web  Press  Division,  P.O.  Box  1 201 5,  York,  PA  17402-061 5 
Tel:  (71 7)  505-1 1 50,  Fax:  (71 7)505-1 161,  E-mail:  gowen@kbapa.com 
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ON  SEATTLE'S  MIIII0I6RASMEIEE 

WHILE  THE  DIRECT  QUOTE 
attributed  to  me  in  Allan 
Wolper’s  June  II  “Ethics 
Corner”  column,  “A  lesson  in  civics” 

[p.  22],  is  accurate  or  nearly  so,  its 
context  and  the  words  around  it  do  not 
come  close  to  accurately  describing  how 
we  handled  the  unusual  situation  that 
confronted  us  after  the  2001  Mardi  Gras 
riot  in  Seattle.  I  feel  compelled  to  set  the 
record  straight. 

Your  columnist’s  preconceived  views 
were  quite  apparent  when  he  began  his 
telephone  interview  with  me.  He  began 
with  an  unabashed  attempt  to  get  me  to 
criticize  the  actions  of  Michael  Fancher, 
the  editor  of  our  competitor,  The  Seattle 
Times.  While  we  are  fiercely  competitive 
in  this  market,  I  chose  not  to  do  that. 

Instead,  I  told  Mr.  Wolper  that  the 
Post-Intelligencer  had,  of  its  own  volition, 
given  police  photographic  evidence  that  a 
woman  appeared  to  have  been  sexually 
assaulted  by  a  large  group  of  young  men 
during  Mardi  Gras  rioting.  We  offered  the 
photos  as  we  published  a  front-page  news 
story  revealing  that  several  women  were 
groped,  sexually  molested,  held  on  the 
ground,  and  disrobed  by  unruly  crowds 
during  the  evening  of  revelry  and  rioting. 

In  that  article,  we  fully  disclosed  to  our 
readers  the  existence  and  nature  of  those 
photographs,  and  how  they  might  be  used 
should  police  choose  to  investigate. 

That  news  story  did  not  go  into  it, 
but  the  Post-Intelligencer  had  refused 
police  requests  for  unpublished  photo¬ 
graphs  of  rioting  before  calling  their 
attention  to  these  particular  photos  of 
that  one  incident.  No  others  have  been 


turned  over  to  the  police,  in  contradiction 
to  Mr.  Wolper’s  insinuations  and  untrue 
assertions. 

!  Also,  despite  Mr.  Wolper’s  sermonette 
!  on  civic  journalism,  he  never  asked  a 
single  question  regarding  my  opinion 
of  it.  The  topic  never  arose  in  our 
conversation.  Yet,  the  column  lumps 
me  with  the  staunch  devotees  of  civic 
I  journalism. 

I  told  Mr.  Wolper  that,  before  volun¬ 
teering  the  sexual-assault  photographs, 
i  we  took  careful  steps  to  make  certain  we 
w  ere  not  waiving  any  rights  or  privileges 
we  might  assert  if  subpoenaed  in  this  or 
any  other  investigation.  He  makes  no 
mention  of  that.  Instead,  he  asserts  that 
the  P-I  “gave  up  its  photos  without  a 
w'himper,”  while  disparaging  me,  along 
with  other  editors  and  news  directors,  for 
giving  no  thought  to  the  “constitutional 
well-being  of  the  people  they  serve.” 

The  issues  Mr.  Wolper  sought  to  raise 
are  serious  ones  for  journalistic  discus- 
;  sion  and  reflection,  but  I  was  disheart¬ 
ened  by  the  omissions,  distortions,  and 
,  misstatements  in  the  column.  I  am  equal¬ 
ly  disappointed  that  Mr.  Wolper  never 
returned  a  telephone  call  I  made  to  him 
shortly  after  the  interview  ended.  I  tele¬ 
phoned  back  and  left  a  voice-mail  mes¬ 
sage,  because  I  wanted  to  add  that  our 
photographer  believed  he  had  witnessed  a 
crime,  felt  strongly  he  should  report  it, 
and  wholeheartedly  agreed  with  the  deci¬ 
sion  to  provide  his  photographs  to  police. 

Reportorial  ethics  and  common 
courtesy  would  have  dictated  at  least  a 
callback. 

KENNETH  F.  BUNTING 

EXECUTIVE  EDITOR 
Seattle  Post-Intelligencer 


- 50  YEARS  AGO  — 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


JUNE  ;jO,  19.51: 

A  sharp  increase  in  newspaper 
advertising  revenue  was  labeled 
an  immediate  necessity  in 
sessions  of  the  Newspaper 
Advertising  Executives  Association 


that  ended  in  Denver  June  27. 

A  strong  recommendation  for 
increased  institutional  advertising 
by  retailers  was  made  last  week 
during  the  Advertising  Federation 


of  America  convention  in  St. 

Louis  by  C.H.  Sandage,  chairman 
of  the  advertising  division  of 
the  School  of  Journalism  and 
Communications  at  the  University 
of  Illinois  at  Urbana-Champaign. 


www.editorandpublisher.com 
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Premium  Online  Sales  Tools 
for  Premium  Online  Revenues 


Our  afniiates  are  already  getting  $95  for  real  estate,  $30  for  vehicle,  $75  for  job  and 
rental,  and  $9.50  for  merchandise  listings  online.  Would  you  like  to  join  them? 


Our  Products 

•  AutoMall  -  the  dealer  showroom 

•  Realty  Mall  -  the  real  estate  gallery 

•  JobMall  -  the  employer  job  fair 

•  Premium  Online  Classifieds  - 
the  searchable  marketplace 
(includes  pictures) 
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The  Benefits 

•  fully  managed  solutions  -  we  manage  | 

the  technology,  vendors  manage  content  |  “S 

•  low  startup  costs  I  - 

•  low  risk  revenue  share  model 

•  unique  niche  solutions 

•  market  and  media  exclusivity 

•  branded  for  you,  runs  from  our  servers  in  a  frame  on  your  site 

•  makes  you  the  destination  of  choice  for  transportation,  real  estate 
and  employment  decisions 

•  auto-aggregation  of  classifieds 

•  additional  monthly  sponsorship  opportunities 

•  up  and  running  and  generating  cash  in  as  little  as  ^ 

24  hours  * 
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What  You  Get 

•  comprehensive  sales  kits,  training  and  support  for  inside 
and  outside  sales  forces 

•  onsite  “kickstart”  program  to  bond  and  blitz  your 
market  with  your  sales  team 

•  real  time  stats  of  traffic,  listings  and  commissions 

•  secure  e-commerce  -  system  handles  all  transactions  via 
credit  card 


Another  reason  to  irst  your  tiome 

with  a  Realtor 


Reat  Estate  (Residential  •  Resale) 


3701  Gohecn  PI. 


To  find  out  how  much  our  programs  can  generate  for  your 
paper,  call  or  email  us  today  at  solutions (I> buyandsellitall.com. 
A  representative  will  contact  you  with  further  details  and  terms, 


piavarouTu) 


finally  start 
making  money 
with  your  web  site 


bijyandsellitsll.com 

_ _ _ _ i: _ _ _  _ _ _ _ 1.: _ 


premium  online  revenue  generating  tools, 


22  La  Rose  Ave.  Unit  8,  Toronto,  Ontario,  Canada  M9P  1A5  •  Tel:  (416)  249-4049  •  www.buyandsellitall.com 


GRAHAM:  NANCY  ANDREWS/THE  WASHINGTON  POST 


Gail  Collins  has 
vowed  to  put 
her  own  stamp  on 
The  New  York  Times’ 
opinion  pages  when 
she  takes  over  as 
editorial-page  editor 
in  September.  But, 
she  added,  the  highly 
regarded  editorial 
pages  “cannot  be 
tinkered  with  lightly. 

“I  will  move  things 
forward  without  losing 
respect  for  this  great 
institution,”  said 
Collins,  55,  who  will 
be  the  paper’s  first 
woman  editorial-page 
editor  when  she  re¬ 
places  Howell  Raines 
after  he  moves  up  to 
executive  editor.  “It 
will  be  different.  My 
own  sensibilities  will 
be  brought  to  the  job.” 

Collins  joined  the 
rimes  in  1995  as  an 
Op-Ed  columnist,  hav¬ 
ing  served  in  a  similar 
capacity  at  both  New 
York  Newsday  and  the 
New  York  Daily  News. 
Collins,  who  served 
on  the  Times  editorial 
board  until  1999, 
was  selected  by  Times 
Publisher  Arthur  0. 
Sulzberger  Jr. 

-  JOE  STRUPP 


At  The  Washington  Post,  where  the  help-wanted 
category  contributes  23%  of  ad  revenue,  job  ad  rev¬ 
enue  fell  31.5%  in  the  first  five  months  of  the  year.  “It 
has  been  worse  every  month,  and  I  know  no  reason  to 
think  we’ve  hit  bottom,”  Washington  Post  Co.  Chair¬ 
man  and  CEO  Donald  E.  Grah2un  said.  Asked  about 
the  Web’s  impact,  Graham  said,  “You  have  to  be  los¬ 
ing  share  of  something  you  used  to  have  100%  of.” 

In  the  second  half,  improvement  in  dot-com  ad 
comparisons  and  newsprint  price  rollbacks  should 
improve  newspapers’  financial  results,  which  are  the 
worst  they’ve  been  since  the  1991  recession. 

Citing  low  demand,  Abitibi-Consolidated  said  it 
would  roll  back  its  price  hike  of  $25  per  metric  ton,  ef¬ 
fective  Sunday.  The  rollback,  along  with  another  one 
by  producers  in  recent  months,  effectively  eliminates 
the  $50-per-ton  increase  announced  late  last  year, 
and  newspaper  executives  anticipated  further  de¬ 
clines.  Said  John  O’Brien,  chief  financial  officer  for 
the  New  York  Times  Co.,  “The  bias  is  now  clearly  in 
favor  of  newsprint  prices  going  lower  than  that.” 

Still,  it  was  the  gloomy  ad  outlook  that  dominat¬ 
ed  talk  last  week.  ^  ‘~TheWas,,„gtonPos, Company 
Demonstrat¬ 
ing  a  combina.*  '  jjjj 


Searching  the  horizon  for  sunshine 
newspaper  company  executives 
say  they  simply  can’t  see  it 


BY  LUCIA  MOSES 

PUBLISHERS,  WHILE  BELIEVING  THE  WORST  OF 

the  ad-revenue  comparisons  may  be  behind 
them,  told  investors  and  analysts  last  week 
they  still  see  little  sign  of  an  economic  turnaround. 

“For  the  rest  of  2001,  we’re  still  very,  very 
cautious,”  Gannett  Co.  Inc.  Chairman,  CEO,  and 
President  Douglas  H.  McCorkindale  said  at  the 
Mid-Year  Media  Review  in  New  York.  “There  sim¬ 
ply  is  no  sign  of  recovery.” 

The  market-sensitive  recruitment  classified  catego¬ 
ry  continues  to  be  the  weakest  spot,  with  metro  papers 
hit  hardest  because  of  falloffs  in  high-tech  employ¬ 
ment.  One  uncertainty  in  developing  a  recovery 
timetable  is  how  much  of  the  decline  is  Net-related. 


h  "3 
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E  &  P  NEWS 


LEEEMBeHCES 
ABC ‘PROFILES' 

Midwestern 

publisher  Lee 
Enterprises  Inc.  will 
start  reporting  reader- 
ship  data  for  all  28  of 
its  dailies  next  year, 
becoming  perhaps 
the  first  newspaper 
company  to  adopt 
the  Audit  Bureau  of 
Circulations’  Reader 
Profile  service 
chainwide. 

The  initiative  began 
this  year  at  half  of 
Lee's  papers;  the  com¬ 
pany  also  began  audit¬ 
ing  distribution  of  its 
total-market-coverage 
and  shopper  products. 

The  Reader  Profile 
service,  which  audits 
newspaper  audience 
size  and  makeup  and 
sets  standards  for 
reporting  it,  has  been 
slow  to  catch  on  with 
newspapers  since  it 
launched  in  late 
1999.  One  reason: 
readership  information 
hasn't  been  top  of 
mind  for  advertisers. 
But  Nancy  L.  Green  of 
Lee  said  the  com¬ 
pany’s  research  tells 
her  otherwise:  “As  the 
data  come  in,  people 
are  going  to  respond." 
-  LUCIA  MOSES 

BAA;  WALLETS 
STILLOPEN 

Releasing  the 
figures  at  its  all- 
but-deserted  Nexpo 
show,  the  Newspaper 
Association  of  America 
said  that,  despite  the 
economic  slowdown, 
the  275  newspapers 
responding  to  its 
annual  capital  equip¬ 
ment  survey  expect  to 


tion  of  buyouts,  layoffs,  and  job  eliminations.  Knight 
Ridder  said  it  would  employ  about  10%  fewer  people 
when  its  previously  announced  cuts  are  completed. 
Tbe  New  York  Times  Co.  said  full-time  equivalents 
(FTEs)  would  be  down  8%  to  9%  this  year.  Belo  said 
it  cut  about  5%  of  its  FTEs  from  December  to  April, 
with  more  trims  to  come  before  the  year’s  end.  Media 
General  Inc.  said  it  was  operating  with  about  5%  less 
staff  compared  with  a  year  ago.  Lee  Enterprises  Inc. 
eliminated  2.6%  of  nonsales  positions.  And  the  Mc- 
Clatchy  Co.  said  it  has  cut  about  2%  of  its  FTEs. 

Still,  a  few  spoke  about  the  importance  of  balanc¬ 
ing  quality  with  profit.  Dow  Jones  &  Co.  Inc.  said  that, 
while  it  is  looking  hard  at  costs,  it  won’t  sacrifice  its 
long-term  objectives  to  meet  sbort-term  margin 
goals.  “We  remain  very  much  aware  that  the  essential¬ 
ity,  authority,  and  integrity  of  our  products  and  serv¬ 
ices  are  the  engine  of  our  economic  success,” 


Chairman  and  CEO  Peter  Kann  said.  Three  days  lat-  ! 
er,  he  told  staff  in  a  memo  that  a  second  round  of  cost  j  j 

cuts,  including  more  layoffs,  was  coming.  j  j 

The  Internet,  which  helped  fill  newspaper  coffers  j  i 
with  dot-com  ad  revenue  last  year,  is  now  proving  to  j  j 

be  a  curse  in  more  ways  than  one.  Belo,  McClatchy,  i 
and  Pulitzer  Inc.  said  they  will  take  second-quarter  i 
earnings  hits  to  reflect  declines  in  the  value  of  their  ' 
investments  in  the  Net.  t 

Belo’s  charge,  its  second  one  related  to  its  Internet  |  i 
stakes,  partly  reflects  its  roughly  6.92%  stake  in  Digi-  i 
tal:Convergence  Corp.,  maker  of  the  iCueCat  comput-  ^ 
er  scanner,  which  recently  fired  most  of  its  staff  as  j 
part  of  a  restructuring.  Pulitzer’s  6-cent  charge  to  es-  i  | 
timated  earnings  of  26  cents  to  29  cents  relates  to  its  i  I 
stake  in  financially  troubled  community-publishing  !  j 
software  company  KOZ.com,  which  is  undergoing 
a  sale  and  reorganization.  11 


Toward  a  trimmer  Tribune  Co. 


Chicago-based 
for  volunteers 

Executives  at 
Tribune  Co. 
newspapers, 
responding  to  Chair¬ 
man,  CEO,  and  Presi¬ 
dent  John  Madigan’s 
call  for  work-force  re¬ 
ductions,  foresee  m>Taid 
ways  to  achieve  them, 
with  Madigan  hoping 
they  will  be  achieved  via 
voluntary  programs. 

By  the  year’s 
end.  Tribune 
Publishing  ex¬ 
pects  to  have  cut 
10%  of  its  work 
force,  or  more 
than  2,000  jobs, 
since  its  parent 
bought  the  Times 
Mirror  Co.  last  year. 

The  flagship  Chicago 
Tribune  expects  mini¬ 
mal  losses,  maybe  as  few 
as  two  dozen,  with  only 
a  couple  of  those  news¬ 
room  employees  who 
have  been  offered  early- 
retirement  packages. 
Over  the  past  decade, 
the  Tribune  staff  has 


group  issues  call 
as  it  cuts  staff 

shrunk  about  10%,  to 
about  3,000  or  so. 

Los  Angeles  Times 
Deputy  Managing 
Editor  Leo  Wolinskj' 
said  any  newsroom  cuts 
will  be  voluntary.  Some 
groups  now  under¬ 
staffed,  such  as  copy 
editors  and  news  edi¬ 
tors,  will  be  exempt 
from  any  offer,  he  said. 


of  turnover,  so 
this  is  not  a 
real  serious 
setback.” 

At  The  Sun 
in  Baltimore, 

Publisher 
Michael 
Waller  said 
he  expects  to 
weather  the 
financial  storm 
without  layoffs.  He 
stressed  the  paper  was 
keeping  cuts  away  from 
editorial  and  sales  staff 


Michael  Waller 

Publisher 
“The  Sun” 


the  same  as 
in  1997,  when 
he  came  to 
the  paper. 
“That’s  a  hell 
of  a  lot  better 
than  their 
colleagues 
are  faring  in 
other  media 
companies,” 
he  said. 
Elsewhere  at  the 
parent  company. 
Tribune  Media  Services, 
whose  functions  include 


“Not  many  people  have 
stepped  forward ...  but 
most  of  it  can  be  done 
through  attrition  and 
outsourcing.” 


newspaper  syn¬ 
dication,  will  offer 
voluntary  retire¬ 
ment  to  only  a 
“handful”  of  549 
employees  world¬ 
wide.  “Other  than 
—  RAY  JANSEN  the  retirements, 

Newsday  we  have  no  current 


At  Newsday  in 
Melville,  N.Y.,  Publisher 
Ray  Jansen  said  last 
week:  “Not  many  people 
have  stepped  forward 
for  the  buyout.  But 
most  of  it  [the  staff 
cuts]  can  be  done 
through  attrition  and 
outsourcing.  There  is 
always  a  certain  amount 


as  much  as  possible. 
“We’re  trying  to  figure 
out  ways  to  do  it  that 
don’t  do  long-term 
damage,”  he  said.  For 
instance,  the  paper  is  not 
reducing  its  Washington 
office  or  foreign  bureaus. 
Waller  said  the  cuts 
would  leave  The  Sun's 
editorial  staffing  about 


plans  to  reduce  staff,” 
said  TMS  Director  of 
Marketing  Stephen 
Tippie.  Staffing  already 
was  tight  last  fall,  when 
TMS  announced  it 
would  lay  off  34  Los 
Angeles  Times  Syndi¬ 
cate  staffers  as  it 
merged  vdth  LATS. 


11 
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Nexpo  2001:  A  spacious  odyssey 


Attendance  sinks  with  industry  mood 

BY  JIM  ROSENBERG 
AND  MARK  FITZGERALD 

NEW  ORLEANS 

44  "W  T’S  ABOUT  $16,000  A  LEAD.” 

I  That  was  one  vendors  rough  calculation  of 
the  cost  of  showing  at  Nexpo,  a  figure  matched 
within  minutes  by  a  second  vendor. 

In  Nexpos  past,  the  last  day  saw  very  little  traffic.  At 
Nexpo  2001,  held  here  last  week,  every  day  looked  like 
the  last  day.  All  aisles  were  wide-open  spaces. 

This  year  also  saw  other  industry 
shows  and  conferences  cancelled. 

So,  given  the  economic  downturn, 
weak  turnout  at  the  Newspaper  As¬ 
sociation  of  Americas  annual  tech¬ 
nology  trade  show  was  hardly  a 
surprise.  Even  one  of  the  biggest 
vendor  names  was  absent. 

Atex  Media  Solutions  did  not  ex¬ 
hibit,  although  it  had  a  modest  pres-  [ 
ence  in  March  at  America  East  in 
Hershey,  Pa.  In  contrast,  Unisys  was 
at  Nexpo,  but  not  America  East. 

And  Atex’s  bigger  rival,  CCI  Europe, 
was  at  both  shows  —  its  first  time  at 
America  East  and  its  biggest  booth 
at  Nexpo.  Others  at  Ne.xpo  had 
smaller  booths  than  usual.  At  least 
one  booth  seemed  never  staffed. 

Nearly  absent  were  several  very 
big  buyers.  Gannett  Co.  Inc.  sent  all 
of  three  people:  Production  Vice 
President  Mark  Mikolajczyk  and 
Imaging  Integration  Director 
Bemie  Szachara  (both  on  workshop 
panels)  and,  Irom  Phoenix,  TheAri- 


work  on  industry  committees.  Freedom  Community 
Newspapers  Division  President  Jon  Segal  said,  “I  sus¬ 
pect  that  we  won’t  have  a  whole  lot  of  people  there.” 

On  hand  from  Knight  Bidder  was  Production  and 
Facilities  Vice  President  Larry  Marbert.  So  was  Pro¬ 
duction  Director  Mike  Mayo,  who  “was  surprised  to 
see”  two  other  group  colleagues. 

Heavy'  equipment  takes  years  to  develop,  making 
for  fewer  new  products.  With  costly,  laborious  e.xhibit 
set-up,  its  manufacturers  are  more  sensitive  to  Ne.x- 
po’s  down  years.  Before  the  show  opened,  Vince  Lap- 
inski,  vice  president  at  press-maker  MAN  Roland, 
^  10-year-old  suggestion  that 
Nexpo  become  a  biennial  bash  de¬ 
served  reconsideration  —  an  idea 
echoed  by  many  others  last  week. 

Often  the  biggest  exhibitor,  GMA 
had  its  “first  year  [without]  a  run¬ 
ning  machine,”  but  with  more  time 
for  customers,  said  CEO  Randy  Sei¬ 
del.  GMA  had  surveyed  papers  for 
likely  attendance  and  “knew  exactly 
what  to  expect,”  he  said. 

At  Rock-Built,  where  always-op- 
timistic  founder  Rock  Ferrone  had 
returned  to  Pittsburgh,  the  inline 
stitcher  and  trimmer  maker’s  Mc¬ 
Kay  Mattingly  called  it  “a  unique 
show,”  with  “lots  of  excellent  leads,” 
but  disappointing  volume:  “You  like 
to  see  more  traffic  in  general 
because  it  tends  to  feed  off  itself” 
Still,  exhibiting  allows  for  the 
“serendipity”  that  GMA  Marketing 
and  Production  Systems  Director 
Phil  Jones  recalled.  Looking  at 
presses  in  Germany  in  the  fall  of 
1999,  Knoxville  (Tenn.)  News- 


zona  Republic  Production  Vice  Syracuse’s  Swiss  six-high  show  topper  Sentinel  managers  visited  the  giant 


President  Bob  Kotwasinski  (also  attending  an  Inter¬ 
national  New'spaper  Group  board  meeting). 

Mike  Schroeder.  editorial  technology  and  informa¬ 
tion  services  director  of  Newsday,  Melville,  N.Y.,  goes 
every  year,  but  was  aware  of  no  other  Tribune  Co.  em¬ 
ployees  at  Nexpo.  “I  think  it  came  down  to  who  could 
cover  the  most  bases,”  he  said  after  his  first  day  of 
“looking  at  advertising  systems,  some  Web  stuff,  and 
prepress,  too.”  For  himself,  he  sought  “mainly  cost¬ 
cutting  systems”  and  a  chance  to  find  most  U.S.  and 
Italian  Unisys  personnel  in  one  place. 

Freedom  Communications  Inc.  cancelled  its  annu¬ 
al  meeting  of  production  managers,  typically  held  at 
Nexpo,  because  the  economy  kept  many  at  home,  said 
Director  of  Corporate  Communications  Mike  Led- 
novich.  While  some  went  to  address  local  needs  or 


Drupa  show,  where  they  first  saw  GMA’s  newest 
systems.  Last  spring,  they  signed  for  the  systems  at 
Ne.xpo.  Newsday  s  Schroeder  also  found  a  “serendipi¬ 
tous”  quality.  “You’ll  end  up  seeing  something  you  did¬ 
n’t  plan  to  see,  and  it’ll  save  you  a  lot  of  money.” 

Strong  through  1989,  Ne.xpo  attendance  has  never 
recovered  from  1990-91-  NAA  counted  last  week’s 
crowd  at  6,580,  down  35%  from  recent  years.  Vendors 
said  newspaper  people  numbered  under  2,000. 

Ke>’note  speaker  W’illiam  Dean  Singleton,  Media- 
News  Group  CEO  and  next  NAA  chairman,  told  lis¬ 
teners  to  go  home  and  “tell  your  papers  to  fire  the  ad 
staff  and  replace  them  with  you.  Because,  in  this  eco¬ 
nomic  climate,  if  you  can  convince  your  publisher  to 
send  you  to  New  Orleans  for  four  days  of  food  and 
drink,  you’re  the  best  salespeople  on  your  papers.”  i) 


increase  their  technol¬ 
ogy  expenditure  this 
year  by  25.4%  over 
last  year. 

The  papers  expect¬ 
ed  to  spend  $934 
million  this  year,  com¬ 
pared  to  actual  spend¬ 
ing  last  year  of  $745 
million.  At  $234  mil¬ 
lion,  plant  construc¬ 
tion  was  the  biggest 
single  planned  expen¬ 
diture  category,  fol¬ 
lowed  by  news  presses 
at  $160  million  and 
computer  hardware  at 
$97  million. 

-  MARK  FITZGERALD 


IN  SALT  LAKE 

The  management 
company  that 
runs  and  ofKe  owned 
The  Salt  Lake  Tribune 
has  dropped  four  an¬ 
titrust  violations  from 
a  lawsuit  against  the 
paper’s  present  owner, 
Denver-based  Media- 
News  Group  Inc. 

The  management 
company  still  seeks 
12  claims  on  contrac¬ 
tual  issues,  despite 
earlier  objections  by 
AT&T,  which  sold  the 
paper  to  MediaNews, 
but  is  embroiled  in  the 
lawsuit.  MediaNews 
bought  the  Tribune 
from  AT&T  in  Decem¬ 
ber  for  about  $200 
million. 

While  the  manage¬ 
ment  company, 
controlled  by  the 
McCarthy  family,  does 
not  own  the  Tribune, 
MediaNews  will  have 
to  sell  it  back  by  July 
2002,  contends 
Tribune  General  Man¬ 
ager  Randy  Frisch. 

MediaNews  Group’s 
William  Dean  Single- 
ton  “has  to  sell  the  pa- 
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per  back  to  us,”  Frisch 
said.  “We  have  an  op¬ 
tion  to  buy  it  in  400 
days.”  -  JOEL  DAVIS 

BREEN  TO  DO 
‘0-r  TOONS 

Asbury  Park  (N.J.) 

Press  editorial 
cartoonist  Steve  Breen 
will  join  The  San  Diego 
Union-Tribune  July  9. 

The  1998  Pulitzer 
Prize  winner  is  a 
Southern  California 
native  syndicated  by 
San  Diego’s  Copley 
News  Service.  Breen, 
31,  succeeds  Steve 
Kelley,  recently  fired 
over  a  cartoon  show¬ 
ing  teens  wearing 
pants  hitched  low. 

-  DAVE  ASTOR 

RELATIVES  SOE 
THETICAYONE’ 

The  family  of  Frank 
Brooks  III,  a  17- 
year-old  shot  and 
killed  during  an 
argument  at  a  New 
Orleans  party  last 
June,  is  suing  The 
Times-Picayune  for 
allegedly  endangering 
their  lives  by  publish¬ 
ing  their  address. 

In  a  suit  filed  last 
week,  the  family 
members  sued  the 
paper,  seeking  dam¬ 
ages  for  moving 
expenses,  funeral 
costs,  mental  anguish, 
and  other  claims. 
According  to  a  Times- 
Picayune  account  of 
the  lawsuit,  the  family 
said  they  kept  the 
address  secret 
because  of  three 
attempts  on  the  life 
of  Brooks’  brother 
and  his  grandmother. 

-  MARK  FITZGERALD 


CALENDAR 


JULY 

11  “I  J  AAN  Annual 
1 1  Convention, 

Association  of  Alter¬ 
native  New'sweeklies, 
Ritz-Carlton  New 
Orleans,  New  Orleans 


M  Connections 
2001,  News¬ 
paper  Association  of 
America,  Marriott 
Wardman  Park  Hotel, 
Washington 


MNAA  Coop¬ 
erative 

Marketing  &  Sales 
Conference, 
Newspaper  Association 
of  America,  Marriott 
Wardman  Park  Hotel, 
Washington 

AUGUST 

5  7  Mid-Atlantic 
I  NAME  Summer 
Conference,  Mid- 


Atlantic  Newspaper 
Advertising  Marketing 
Executives,  Carnegie 
Hotel,  Johnson  City, 
Tenn. 

H  Inland/ 

Newspaper 
Special  Sections 
Conference,  Inland 
Press  Foundation  and 
Newspaper  Special 
Sections  Network, 
Hotel  Inter¬ 
Continental,  Chicago 

Hsabew 

Personal 

Finance  Conference, 
Society  of  American 
Business  Editors  and 
Writers,  Irvine  Hyatt 
Regency  Hotel,  Irvine, 
Calif. 

SEPTEMBER 
n  11SNPA 
U  1 1  Foundation 


Workshop  for 
Smaller  Newspapers, 
Southern  Newspaper 
Publishers  Association 
Foundation,  Embassy 
Suites  Hotel 
Centennial  Olympic 
Park,  Atlanta 

ini  J  SNA  Fall 
IL  14  Publishers’ 

&  Advertising 
Directors’  Con¬ 
ference,  Suburban 
Newspapers  of 
America,  The  Tremont 
Boston  Hotel,  Boston 

OCTOBER 

HING  Annual 
Conference, 
International 
Newspaper  Group, 
Renaissance  Dallas 
North  Hotel,  Dallas 

4n  SPJ  National 
U  Convention, 


Society  of  Professional 
Journalists,  Doubletree 
Hotel  Bellevue, 
Bellevue,  Wash. 

0  10  Visual  Edge 
U  II  Workshop, 
National  Press 
Photographers 
Association,  Poynter 
Institute  for  Media 
Studies,  St. 

Petersburg,  Fla. 

MIAPA  57th 
General 
Assembly,  Inter 
American  Press 
Association,  JW 
Marriott  Hotel, 
Washington 

NOTE:  To  list  events, 
please  e-mail  to 
calendar  @editorand 
publisher.com  or fax 
to  Calendar  Editor 
at  (646)  654-5370. 


NYC  newspapers  heading  home 


BY  JOE  STRUPP 

New  York  news- 
paper  readers, 
who  buy  more 
single  copies  than 
readers  in  any  other 
market,  are  now  being 
urged  to  get  the  paper  at 
home.  In  recent  months, 
the  New  York  Post  and 
Melville-based  Newsday 
both  have  stepped  up 
marketing  efforts  to 
increase  home-delivery 
subscriptions,  while 
The  New  York  Times  is 
focusing  more  of  its 
subscription  efforts  on 
the  Web. 

The  Post,  known 
primarily  as  a  newsstand 
buy,  has  had  more  than  a 
tenfold  increase  in 


home-delivery  circu- 
1  lation  (from  4,500  to 
about  48,000)  since 
being  reacquired  in 
1993  by  Rupert 
Murdoch’s  News 
Corp.,  and  hopes  to 
'  add  another  10,000 
subscribers  by  the 
end  of  next  year 
through  increased 
telemarketing,  Inter- 
i  net,  and  direct-mail 
!  efforts  that  have  gone 
j  beyond  the  city’s  five 
I  boroughs.  Publisher 
Ken  Chandler  told  E^P. 
'  “We  can  see  that 
■  there’s  demand  for  it,” 
i  Chandler  said  of  home 
delivery,  which 
accounts  for  about  10% 
of  the  Post’s  487,219 


'  '  wiwr«to». 


IMU  MMM 

HWBMKVM  . 


Newsday  —  Home  of  the  Brave 

weekday  circulation, 
i  At  Newsday,  circula- 
!  tion  officials  have  signed 
]  up  some  5,000  new  sub- 
I  scribers  since  April  with 
a  direct-mail  program 
promising  would-be 


subscribers  that  the 
paper  will  be  delivered 
to  the  location  of  their 
choice  —  be  it  the 
^  driveway,  front  porch, 

I  or  sidewalk  —  if  they 
g  signup. 

5  The  New  York  Ti mes 

I  is  cutting  back  its  tele- 
I  marketing  promotions 
i  in  favor  of  more  Web- 
I  based  efforts,  a 
I  spokeswoman  said. 

I  Since  The  New  York 

m 

Times  on  the  Web 
launched  in  1996, 
the  1,159,954-circulation 
paper  has  signed  up 
several  hundred 
thousand  new  sub¬ 
scribers  through  the 
Net,  including  55,000 
last  year  alone.  11 
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HEARST 

WINNERS 


The  winners  -  left  to  right:  Steven  Portnoy,  Brian  G.  Carlson,  Billy  Hong,  Kris  Van  Cleave,  Aimee  E.  Reed, 

Sammy  Dallal,  Bernard  Choi,  Amber  T.  Woolfolk,  Ayana  James,  Michael  Tercha,  Matthew  Palmquist  and  Matthew  B.  Dees 


PHOTO: 


RADIO: 


TELEVISION: 


First  Place  and 

First  Place  and 

First  Place  and 

First  Place  and 

$5,000  Award 

$5,000  Award 

$5,000  Award 

$5,000  Award 

Brian  G.  Carlson 

Michael  Tercha 

Steven  Portnoy 

Bernard  Choi 

University  of  Nebraska 

University  of  Florida 

Syracuse  University 

University  of  Missouri 

Second  Place  and 

Second  Place  and 

Second  Place  and 

Second  Place  and 

$4,000  Award 

$4,000  Award 

$4,000  Award 

$4,000  Award 

Matthew  Palmquist 

Sammy  Dallal 

Ayana  James 

Kris  Van  Cleave 

Northwestern  University 

Ohio  University 

University  of  Alabama 

University  of 

Southern  California 

Third  Place  and 

Third  Place  and 

Third  Place  and 

$3,000  Award 

$3,000  Award 

$3,000  Award 

Third  Place  and 

Matthew  B.  Dees 

Amher  T.  Woolfolk 

Aimee  E.  Reed 

$3,000  Award 

University  of 

Western  Kentucky 

Wesfern  Kentucky 

Billy  Hong 

North  Carolina 

University 

University 

University  of  Alabama 

The  Hearst  Journalism  Awards  Program  congratulates  winners  of  the 
41st  Annual  National  Writing,  Photojournalism  &  Broadcast  News  Championships. 
We  wish  them  continued  success  in  their  journalism  careers. 


For  further  information,  contact  the  chair  of  any  accredited  school  of  journalism  or 
The  Hearst  Journalism  Awards  Program  •  90  New  Montgomery  Street,  Suite  1212  •  San  Francisco,  CA  94105  •  415.543.6033 


Fully  lunded  by  the  William  Randolph  Hearst  Foundation,  under  the  auspices  ot  the  Association  ot  Schools  olJournalism  and  Mass  Communication. 
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From  the  Grammy's 

to  the  Conjunto  Festival 


Changing  to  compete 


county  Lakelands  area 
around  Greenwood  as 
newcomers  took  jobs  at 
such  major  companies 
as  Fuji  Photo  Film  Inc. 
and  Capsugel  Warner 
Lambert  Co. 

Morning  publication 
should  help  The  Index- 
Journal  compete  with 
larger  dailies  published 
in  Greenville  and  the 
state  capital  Columbia, 
Whiting  said.  He 
added  that  the 
change  may  not 
have  been  necessary' 

—  “if  we  were 
content  with  being 
a  Greenwood-only  i 
paper.”  B  I 


In^tJoumal  switching  to 


a.m.  delivem 


Candidate 
for  schools 
drops  out 
of  running 


Sunday,  is  now  delivered 
weekday  afternoons  and 
weekend  mornings.  The 
paper  will  begin  seven- 
day  morning  delivery' 
Oct.  1.  “We  believe  we 
must  change  with  the 
times,”  Publisher  and 
President  Judith  M. 
Bums  said  in  The  Index- 
Journal  June  16. 

The  paper  hired 
Dallas-based  Belden 
Associates  to  conduct 


a  survey  that  found 
readers  are  likely  to  be 
receptive  to  a  morning 
paper.  That’s  tme  in 
part  because  many  are 
newcomers  and  were 
accustomed  to  morning 
delivery  in  their  pre- 
v'ious  homes.  Managing 
Editor  Richard  Whiting 
told  E^P. 

Population  grew 
about  12%  during  the 
last  decade  in  the  four- 


BY  TODD  SHIELDS 

WASHINGTON 

CITING  RAPID 

growth  in  its 
part  of  western 
South  Carolina,  The 
Index-Journal  of 
Greenwood  plans  to 
move  to  morning 
publication. 

The  82-year-old 
family-ow’ned  paper, 
^^^th  circulation  of 
14,618  daily  and  16,172 


Their  home’s  gone  to  dog 
but  that’s  OK  with  them 


mcflio  invwtifatioo 
included  rwie«-  of  video 


NATIONAL  REPORT 


Ad  blitz  aimed  around  the  Alamo 

SWIMMING  AGAINST  THE  TIDE  OF  COST-CUTTING 
industrywide,  the  San  Antonio  Express- 
News  launched  this  month  a  i 
multimedia  advertising  _ 

campaign  to  introduce  its  | 

new  theme,  “There’s  no  gUlnb^^M 

news  like  the  Express-News."  f. 

Dean  Aitken,  marketing 
director  for  the  Express-News, 
said  the  print,  TV,  radio,  and 
outdoor  ads  focus  on  the 
relationship  between  the  Ij  2 
paper  and  its  readers,  with  -.-r 

the  campaign's  major  goal 
being  reader  retention. 

residents  and  Express-News 
staff  members  are  featured  in 
the  ads.  Creative  Civilization- 
An  Aguilar  Agency  is  the 
paper's  agency  of  record. 

The  Express-News’  latest  promotional 
effort  comes  in  the  wake  of  a  similar  $3- 
million  campaign  launched  by  its  Hearst 
Corp.  sibling,  the  San  Francisco  Chronicle. 

—  Kathryn  Wade 


notice  he  will  use  his  newfound  Commerce 
Committee  chairmanship  to  maintain 
“sensible  restrictions  on  the  ownership  of 
media  properties.” 

The  June  20  article  signals  tougher 
sledding  for  daily  newspaper  companies  that 
want  a  freer  hand  to  own  broadcast  stations. 

—  Todd  Shields 


on  which  I  am  a  complete  novice,”  Keller 
told  E&P.  “I  don’t  want  to  be  typecast  into 
anything  in  particular.” 

a  Times  Publisher  Arthur 

0.  Sulzberger  Jr.  announced 
last  week  that  Keller,  52, 
would  leave  his  M.E.  post 
and  turn  to  writing  some  time 
in  the  fall.  Keller’s  Job  change 
will  coincide  with  Editorial 
Page  Editor  Howell  Raines’ 
promotion  to  the  executive 
editor  position,  which  is  being 
vacated  by  the  retiring  Joseph 
Joe  Strupp 


‘Boston  Globe’  lets  the  dog  out 

The  Boston  Globe  will  kill  its  Sunday 
bulldog  edition  at  the  end  of  this  month, 
pointing  to  the  cost  of  producing  the  paper  in 
a  tough  advertising  environment. 

The  Globe  said  in  a  story  June  14  that  it 
considers  the  early  edition  available  on 
Saturday  a  moderate  success,  boosting 
Sunday  sales  by  about  19,000  since  its 
launch  in  fall  1999. 

The  Globe  said  it  hopes  to  recoup  the 
circulation  loss  through  other  efforts, 
including  its  suburban  push.  —  Lucia  Moses 


Lelyveld. 


■  Jabs  hits  dailies  again 

PLAMBOYANT  DENVER  FURNI- 
I  ture  retailer  Jake  Jabs 
has  resumed  advertising  in 
the  jointly  operated  Denver 
Post  and  Rocky  Mountain  News,  something 
he  vowed  not  to  do  when  the  two  papers, 
which  combined  business  functions  in 
January,  raised  ad  rates  in  April. 

Jabs,  owner  of  American  Furniture 
Warehouse,  will  resume  advertising  in  the 
two  papers  this  week,  the  Post  reported. 

Jabs  spent  about  $3  million  advertising  in 
the  Post  and  News  last  year.  —  Joel  Davis 


CNHI  sells  Oklahoma  papers 

COMMUNITY  Newspaper  Holdings  Inc., 
Birmingham,  Ala.,  sold  four  Oklahoma 
papers  —  the  Henryetta  Daily  Free-Lance  and 
Okmulgee  Daily  Times,  as  well  as  The  Bristow 
News  and  The  Record-Citizen,  both  weeklies 
—  to  Sumner  Family  Newspapers  Inc.  for 
undisclosed  terms. 

CNHI,  which  was  represented  by  Dirks, 
Van  Essen  &  Murray  of  Santa  Fe,  N.M., 
announced  in  February  its  intent  to  sell 
certain  properties.  —  LM. 


Keller  set  to  explore  the  unknown 

New  York  Times  Managing  Editor  Bill 
Keller  says  he  will  explore  subjects  he 
knows  little  or  nothing  about  in  his  new  role 
as  a  Times  Op-Ed  columnist  and  Sunday 
magazine  writer. 

“Part  of  the  joy  will  be  to  pick  an  issue 


Cross  ownership:  On  the  Fritz? 

WITH  A  STRONGLY  WORDED  GUEST  COLUMN 
in  The  Washington  Post,  U.S.  Sen. 
Ernest  F.  “Fritz”  Hollings,  D-S.C.,  served 
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We’re  building  more 

Significant  breakthroughs  demand  significant  commitments.  So  Heidelberg  is  expanding  its  industry  leading  research 

than  innovative  equipment. 


and  manufacturing  capabilities.  Building  a  new  facility  at  its  Web  Systems  headquarters  in  New  Hampshire.  Building 


innovative  production  solutions  like  gapless  Mainstream  andTristream  presses  and  the  Magnapak  packaging  system. 


And  building  a  reputation  as  the  leader  that  newspapers  can  trust  to  help  them  deliver  exactly  what  readers  and 


advertisers  are  demanding. 


Heidelberg  Web  Systems  •  603-749-6600 

121  Broadway  •  Dover,  NH  03820-3290  •  www.heidelberg.com 


-HEIDELBERG- 


Dirks,  Van  Essen  &  Murray 


ARIZONA 

Kristi  Dempsey  to  editor  of  the  alternative 
Phoenix  New  Times  from  urban-affairs 
editor  at  The  Tribune  in  Mesa. 

Blake  de  Pastino  to  managing  editor  from 
managing  editor  of  the  Missoula  (Mont.) 
Independent.  He  succeeds  Carol  Manner. 


CALIFORNIA 
Lesley  Jones  to  publisher  of  the  alternative 
East  Bay  Express  in  Berkeley  from 
associate  publisher.  Jones  succeeds  John 
Raeside,  who  remains  editor. 


NEWSPEOPLE®  EDITORANDPUBLISHER.COM 

PENNSYLVANIA 

Susan  Hunt 

Susan  Hunt,  40,  has  been  named  presi¬ 
dent,  publisher,  and  CEO  of  The  Morning 
Call  in  Allentown.  Vice  president  and  gen¬ 
eral  manager  of  the  South  Florida  Sun- 
Sentinel  in  Fort  Lauderdale  since  1999,  she 
succeeds  Guy  Gilmore,  46,  publisher  since 
April  of  last  year.  Hunt  has  held  manage¬ 
ment  positions  at  Tribune  Co.  newspapers 
since  1986,  when  she  joined  the  Orlando  (Fla.)  Sentinel.  She 
became  vice  president  for  operations  at  the  Sun-Sentinel  in  1997- 


BY  JAMIE  SANTO 


MICHIGAN 

Joe  Karius  to  publisher  of  The  Daily  Globe 
in  Ironwood  from  publisher  of  the 
Bennington  (Vt.)  Banner.  Karius 
succeeds  Gary  Lamberg,  now’  publisher  of 
The  Livingston  (Mont.)  Enterprise. 


MINNESOTA 
Ben  Welter  to  editor  of  startribune.com, 
the  Web  site  of  the  Minneapolis  Star 
Tribune,  from  deputy  editor. 


MISSOURI 

David  Ledford  to  executive  editor  of  the 
Springfield  News-Leader  irom  executive  ed¬ 
itor  of  the.4?gTi5  Leader  in  Sioux  Falls,  S.D. 
He  succeeds  Kate  Maiymont,  now  executive 
editor  of  the  News-Press  in  Fort  Myers,  Fla. 


Ruidoso  News 


PENNSYLVANIA 
Phillip  Dixon  to  managing  editor  of  The 
Philadelphia  Inquirer  from  deputy  manag¬ 
ing  editor.  DLxon  succeeds  William  “ButCh" 
Ward,  who  accepted  a  buyout  package. 


C.'hriscmas 

windfall 


Petitioners 
seek  probe 
of  contract 


TEXAS 

Terri  Jo  Ryan  to  managing  editor  of  the 
Stephenville  Empire-News  from  editor 
of  Dallas  Jewish  Week.  Ryan  succeeds 
Shannon  Duhon,  now  publisher  of  the 
Miami  (Okla.)  News-Record. 


WorldWest  Limited  Liability  Company 

of  Lawrence,  Kansas 
has  sold 


CALIFORNIA 

Schueler 

!  to  publisher  of 
I  the  Los  Angeles 
j  Daily  News. 
Schueler,  who  resigned  as  pub¬ 
lisher  of  the  Minneapolis  Star 
Tribune  last  month,  succeeds 
Ike  Massey,  who  resigned. 


Ruidoso  (NM)  News 

(6,500  weekly  circulation) 


MediaNews  Group,  Inc, 


We  are  pleased  to  have  represented 
WorldWest  Limited  Liability  Company  in  this  transaction 


119  EAST  MARCY  STREET  SUITE  100  SANTA  FE,  NM  875OI  TEL:  505.82O.27OO  FAX:  505.82O.29OO 
E-mail:  info@dirksvanessen.com  http://www.dirksvanessen.com 
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We're  making  more  money  for 
newspapers  with  Web  sites  that  complement 
content  and  multiply  the  value  for 
advertisers.  That's  the  single  biggest  reason 
TownNews.com  is  growing. 

Take  a  tour  of  our  Web  site  at 
www.townnews.com  or  tour  our  products  at 
http://demosite.townnews.com.  You'll  see  for 
yourself  that  there's  no  cyber-hype  here  - 
just  straight  talk  and  real  solutions. 

TDIMlMmiBiiDIIII 

Online  solutions.  Bottom  line  results."" 

309-743-0800  •  800-293-9576  •  1521  47th  Ave.,  Moline,  IL  61265 
406-837-5171  •  800-579-6397  •  P.O.  Box  1 744,  Big  Fork,  MT  5991 1 


With  everything  that's  been  said  about  online 
editions,  local  portals,  convergence,  and  the 
like,  one  thing  remains  true.  If  it  can't  make 
revenue  -  real,  new  revenue  -  for  your  paper, 
a  "dot  com"  edition  is  a  waste  of  resources. 

TownNews.com  has  more  than  550 
customers  who  are  discovering  that  you  can 
make  money  with  an  online  edition.  Today. 
Without  costing  your  newspaper  advertising 
dollars  or  circulation. 


Operated  by  International  Newspaper  Network,  L.L.C. 


EDITORIALS 

SCMEimilEilPnE 

New  York  City’s  hot  tabloid  war  has  always  inspired  fearless 
reporting  and  writing.  But  great  advertorials?  Fuhgedaboutit! 

As  THIS  WEEK’S  COVER  STORY  BY  a  shock  to  vTsitOFS  from  the  Midwest,  but 
Mediau'eek's  Tony  Case  will  it  caused  a  sensation  in  the  Cit\'  That 

remind  readers,  the  New  York  Never  Sleeps.  All  but  one  of  Gotham’s 
Post  ran  some  of  its  most,  shall  major  supermarket  chains  pulled  their 


As  THIS  WEEK’S  COVER  STORY  BY 
Mediaweek's  Tony  Case  will 
remind  readers,  the  New  York 
Post  ran  some  of  its  most,  shall 
we  say,  creative  headlines  during  Rupert 
Murdoch’s  first  go-round  as  the  tabloid’s 
owner  back  in  the  1970s  and  ’80s. 
“Headless  Body  in  Topless  Bar”  is  the 
classic  ever>'one  remembers.  But  the 
latest  incident  in  New  York’s  tabloid  war 
got  us  thinking  about  another  headline 
from  those  years  when  the  Post  changed 
editions  throughout  the  day.  This  parti¬ 
cular  morning,  a  long- 
dreaded  subway  strike  had  F'orccfi 

begun,  and  by  the  after-  . 

noon,  the  paper  was  run-  TCpOrtl 
ning  a  huge  red  headline 
that  said  simply,  “Chaos!” 

The  problem,  as  anybody  hcttCF  I 
bming  the  paper  that  day  OthCF  FI 
at  a  Bronx  or  Queens 

new  sstand  could  see,  was  sell  gro 
that  New  York  Cit\’  w  as  no 
more  chaotic  than  it  ever  is.  New'  Yorkers, 
in  those  days  of  perpetual  urban  crises,  had 
taken  this  latest  irritation  in  stride. 

Taking  things  in  stride,  unfortunately, 
is  not  much  in  fashion  these  days  —  espe¬ 
cially  in  the  Manhattan  hothouse  of  the 
media  elite.  Journalism  critics  are  writing 
their  owm  red  headlines  of  outrage  about  a 
sprawling  advertorial  valentine  to  city 
supermarkets  that  the  New'  York  Daily 
News  published  recently.  The  grocers  are 
still  steamed  about  “Dirtv’  Rotten  Shame,” 
an  investigative  series  that  ran  more  than 
tw'o  months  ago  and  revealed  that  some 
big  names  in  supermarkets  regularly 
flunked  state  health  inspections. 

The  revelation  that  many  New  York  City 
supermarkets  are  dirtv’  would  not  come  as 


Forcefill 
reporting  sells 
papers,  which, 
better  than  anj 
other  medium, 
sell  groceries. 


a  shock  to  visitors  from  the  Midwest,  but 
it  caused  a  sensation  in  the  Citv'  That 
Never  Sleeps.  All  but  one  of  Gotham’s 
major  supermarket  chains  pulled  their 
advertising  and  some  stopped  selling  the 
paper,  actions  they  claimed,  in  a  New  York 
Times  article  by  Felicity  Barringer,  are 
costing  the  paper  $50,000  to  $100,000 
every'  week.  In  the  sort  of  clumsy  response 
that  only  proves  w'hy  salespeople  should 
never  edit  newspapers,  the  advertising 
department  for  three  days  running 
published  —  apparently  at  the  paper’s 

e.xpense  —  four  full  pages 
of  puffery  about  the  w'on- 
1 1  ders  of  city  supermarkets, 

g  sells  The  e.xtended  mash 

V'hich  note  contained  all  the 

^  safeguards  to  alert  readers 

an  anj’  that  it  was  an  advertorial 
‘d  ill  in  reporting.  Each 

’  page  was  labeled  clearly, 

cries.  and  the  fonts  and  makeup 

were  distinct  from  the  rest 
of  the  paper.  Before  they  stopped  talking 
about  the  issue.  News  editors  stoutly  de¬ 
clared  the  supermarket  boycott  would  not 
affect  their  reporting.  Unfortunately,  the 
message  may  not  be  getting  all  the  w'ay 
dow'n  the  ranks.  The  Times  article,  for 
instance,  says  reporters  and  lower-level 
editors  “are  asking  whether  aggressive 
reporting  on  advertisers  is  a  luxury',  to  be 
indulged  only  in  fat  economic  times.” 

It’s  not  —  and  News  editors  should  make 
that  clear.  Forceful  reporting  sells  news¬ 
papers  —  and  newspapers,  better  than  any 
other  medium,  sell  groceries.  That’s  what 
some  foolish  supermarkets  will  find  out 
eventually  as  Key  Foods,  the  only  chain 
sticking  with  the  paper,  takes  market 
share  from  its  boycotting  competitors. 
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Is  Murdoch’s  ‘Post’  pushing 
endgame  strategy  vs.  ‘News’ 
in  Gotham  tabloid  brawl? 


BY  TONY  CASE 

LOODB 


LOODBATH  IN  THE  NeWS- 

I  W  room”  might  have  been  a  fit- 
ting  headline,  or  maybe  “Black 
■  ■  Friday.”  On  June  8,  after  just 

six  weeks  on  the  job,  Col  Allan 
—  the  experienced  Aussie  editor  and  longtime 
Rupert  Murdoch  charge  who  was  brought  in  to 
run  Murdoch’s  venerable  New  York  Post  after 
Editor  Xana  Antunes  was  shown  the  door  — 
made  his  biggest  splash  since  arriving  on  these 
shores,  abruptly  turning  out  into  the  street  four 
senior  editors  and  two  columnists,  including 
Jack  Newfield,  the  most  liberal  voice  in  the 
proudly  right-leaning  paper. 


June  6,  2001 
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Murdoch  may  be  seeking  a 
fight  to  the  finish  —  but  which 
paper  will  be  finished? 


By  bringing  in  Allan,  shaking  up  the  newsroom,  aggressively 
going  after  readers  with  bargain-basement  newsstand  pricing 
tactics  and  investing  a  whopping  $250  million  in  a  new  printing 
plant  in  the  Bronx  that  can  chum  out  a  million-plus  papers  a 
day,  many  see  Murdoch  as  not  only  positioning  himself  for  the 
long  haul  in  New  York’s  rough-and-tumble  newspaper  market 
—  but,  perhaps,  executing  an  endgame  strategy  against  the  Post's 
central  rival,  Mortimer  B.  Zuckerman’s  New  York  Daily  News. 

With  the  weight  of  his  mighty  News  Corp.  behind  him,  Mur¬ 
doch  could  have  the  upper  hand  as  America’s  last  great  tabloid 
war  rages  on. 

Considering  the  less-than-favorable  economics  nowadays, 
and  the  competitive  nature  of  the  market,  the  burning  question 
is:  Can  New  York  possibly  continue  to  support  two  tabloids  — 
plus  The  New  York  Times  and  the  range  of  weeklies  and  minori¬ 
ty-targeted  papers  dotting  the  landscape?  “The  market  hasn’t 
supported  two  tabloids,”  insists  John  Morton,  a  Silver  Spring, 
Md.-based  newspaper  analyst.  The  Post,  he  points  out,  “has  con¬ 
sistently  lost  money,  and  the  News  is  only  marginally  profitable.” 

Morton  is  correct.  The  Tribune  Co.  concluded  as  much  in 
1991  when  it  fled  town  and  sold  the  News  to  the  British  “press 
baron”  and  flim-flam  man  Robert  Maxwell.  The  circulation  at 
the  time  was  almost  1.1  million  daily  and  1.4  million  on  Sun¬ 
day.  The  Tribune  Co.,  which  has  far  more  newspaper  publish¬ 
ing  experience  than  either  Zuckerman  or  Murdoch,  concluded 
there  was  no  future  for  a  tab  in  New  York. 

Ditto  at  the  Post.  When  Murdoch  was  forced  to  sell  the  Post 
to  real-estate  developer  Peter  Kalikow  in  1988,  the  paper 
began  a  downward  spiral  that  led  it  to  file  for  bankruptcy 
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Profitability  by  Design. 


protection  and  put  it  briefly  in  the  hands  of 
a  nudnik  named  Abe  Hirschfeld,  a  bom¬ 
bastic  figure  in  New  York  who  is  currently 
behind  bars  and  fighting  charges  that  he 
hired  a  hit  man  to  kill  a  business  partner. 

The  fiiture  of 

jQ/i  VJ  the  Post  remained 

1 ,1. 1  III  IN  in  doubt  until 

'  Murdoch  bought 

it  back  in  1993 
after  he  obtained 
a  waiver  from  the 
Federal  Commu¬ 
nications  Com¬ 
mission  (FCC) 
cross-ownership 
rule  that  prohibit¬ 
ed  him  from  own- 

^ _  ingWNYW-TV 

..  ..  ^  j  Channel  5  and  a 

Hamilton  sheds  tear  , 

at  Hirschfeld  takeover.  ^aily  newspaper 

in  New  York. 

The  city  has  changed  considerably  since 
then.  New  York  is  now  nearly  devoid  of 
department  stores  that  don’t  say  Macy’s 
on  the  door.  The  Times  owns  both  the 
classified  advertising  and  upscale  retail 
markets.  There  are  more  immigrants, 
and  thus  more  people  who  do  not  speak 


English,  in  New 
York  than  ever 
before.  It  may  turn 
out  that  if  there  is 
a  winner  in  this 
tab  war,  the  victory 
will  prove  Pyrrhic 
at  best. 

“Newspaper 
battles  are  bloody 
and  financially 
irrational  —  and 
usually,  the  guy 
with  deep  pockets 
wins,”  points  out 
analyst  Ed  Atorino, 


with  Dresdner  New  Post  printing  plant  in  the  Bronx  leaves  ink  on  pages,  not  on  fingers. 

Kleinwort  Wasser- 

stein  in  New  York.  He  foresees  a  scenario  latest  signal  that  Murdoch  doesn’t  intend 
in  which  the  stronger  of  the  tabs  could  to  get  beat  on  this  turf  he’s  fought  so  hard 
force  the  weaker  into  a  joint  operating  to  conquer. 

agreement  (JOA)  with  the  papers  Interestingly,  it  may  not  be  the  News, 

merging  their  business  operations  —  but  Murdoch’s  own  business  aspirations 

much  the  way  The  Denver  Post’s  owner  that  could  put  an  end  to  the  long  rivalry. 

William  Dean  Singleton  eventually  A  recent  plot  twist  in  the  epic  has 

cornered  Rocky  Mountain  News  parent  Murdoch  seeking  government  approval 
E.W.  Scripps  Co.  into  a  JOA  partnership  of  a  $5.35-billion  takeover  of  broadcaster 
last  year.  Chris-Craft  Industries,  a  deal  that  would 

Col  Allan’s  appointment  was  just  the  give  his  company  two  TV  stations  as  well 


www.burtmountain.com  I  303.674.3232 
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From  coast  to  coast,  bcrrder  to  border  and  beyond, 
42  users  (39  newspapers  and  3  direct  mailers), 
located  in  17  states  and  1  Canadian  province, 
have  one  thing  in  common:  the  uncommon  efficiency, 
functionality  and  value  delivered  by  the 
BURT  System  ". 

Their  weekly  circulations  differ  greatly.  They  range 
from  Washington,  PA’s  Ohserver-Reporter  (255,026) 
to  the  Los  Angeles  Times  (7,273,701).  And  they  all  run 
in  uniquely  different  ways. 

But  .small  or  large,  users  rely  on  BURT  .software’s 
superior  preprint,  packaging,  distribution  and 
management  capabilities  to  get  the  word  out. 

It’s  an  approach  that  put  BURT 
on  the  map. 
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■  Integrate  your  content  with  the  features  and 
channels  of  our  premier  portal  service 

»  Develop  or  enhance  your  Web  presence 

Reach  new  audiences  through  new  markets  ^ 

Provide  the  modules  that  bring  customers  back 
again  and  again 


*■  Custom  tailor  your  brand  and  content  to 
your  audience 

-  Provide  targeted  sponsorship  advertising 

Deliver  a  31%  close  rate  on  local  ad  sales  with 
Print  Plus 

-  Offer  enhanced  Business  Directory  listings 

*  Supply  e-commerce  solutions 

*  Syndicate  your  content  to  your  other  websites 

-  Present  innovative  features  and  more! 
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as  a  daily  paper  in  New  York  —  in  viola¬ 
tion  of  the  FCC  cross-ownership  ban. 

In  seeking  to  buy  Chris-Craft,  which 
would  add  New’  Jersey’s  WWOR-TV 
Channel  9  to  his  stable,  Murdoch  faces 
olT  not  only  with  the  feds  but  also  with 
several  civic  groups,  including  the  Rev. 
Jesse  Jackson’s  Rainbow/PUSH  Coali¬ 
tion,  which  are  dead  set  against  the  deal. 
(Jackson’s  opposition  is  not  surprising: 
Murdoch’s  Fox  News  Channel  has  been 
loudly  calling  upon  the  Internal  Revenue 
Service  to  investigate  the  relationship 
between  Jackson’s  personal  finances  and 
those  of  the  tax-exempt  organizations  he 
runs.)  Furthermore,  Democrats  now  in 
control  of  the  U.S.  Senate  —  with  Sen. 
Ernest  “Fritz”  Hollings  of  South  Carolina 
heading  the  Commerce  Committee  —  are 
expected  to  try  to  block  any  waiver. 

Hollings  has  confirmed  that  he  will 
fight  to  keep  the  federal  rule  that  bars 
daily  newspapers  from  ow’ning  local 
broadcast  stations.  However,  Hollings 
and  the  Commerce  Committee  have  no 
direct  authoritv’  over  the  FCC,  which 
answ'ers  to  the  executive  branch  and 
is  governed  presently  by  a  3-to-2 
Republican  majority.  What  Hollings 


and  company  can  do  is  withhold  funding 
from  the  FCC,  a  tactic  that  has  been  used 
by  Republicans  in  recent  years  to  thwart 
the  Democrat-majority  commission 
during  the  Clinton  administration.  But  it 
may  appear  somewhat  disingenuous  for 
Hollings  to  effectively  silence  the  only 
conservative  voice  in  New  York 
in  the  name  of  diversity  of 
voice,  which  is  what  the 
cross-owmership  rule  is 
supposed  to  protect. 

Zuckerman,  a  Democrat,  in 
a  letter  to  the  FCC  and  with  the 
support  of  those  groups  trying 
to  block  the  Murdoch/Chris- 
Craft  deal,  has  stepped  forward 
as  a  potential  white  knight, 
claiming  he’d  be  more  than 
willing  to  snap  up  the  beleaguered  Post. 

Tost' operative 

Even  before  the  recent  firings,  the 
enigmatic  Aussie,  Col  Allan,  who  has  yet 
to  consent  to  interviews  and  declined 
through  representatives  to  speak  for  this 
story,  already  had  begun  to  shake  up  the 
Post  bit  by  bit,  seemingly  taking  the  tab 
back  to  its  1980s  heyday  —  others  would 


say  its  pandering  low  point  —  when  irre¬ 
sistible  headlines  such  as  “Headless  Body 
in  Topless  Bar”  were  the  order  of  the  day. 

Slowly,  Allan  has  been  changing  the 
face  of  the  200-year-old  tab:  radically 
altering  the  look  of  the  paper  by  running 
copy  on  Page  One  (a  la  the  overseas 
tabloids),  beefing  up  the 
blood-and-guts  crime  coverage 
that  was  once  the  Post's 
hallmark,  and  taking  the 
once  staunchly  liberal  but 
now  stridently  conservative 
tab  even  further  to  the  right. 

After  U.S.  Sen.  Jim  Jeffords 
of  Vermont  switched  from 
Republican  to  independent, 
the  Post  called  him  “Benedict 
Jeffords”  and  pictured  the 
“turncoat  senator”  in  1770s  garb.  The 
paper  played  up  a  drug-related  massacre 
above  Manhattan’s  famed  Carnegie  Deli 
with  the  screaming  headline  “Murder 
in  Midtown.”  Meanwhile,  the  Post's 
dogged  coverage  of  Mayor  Rudolph 
W.  Giuliani’s  marital  woes  and  alleged 
clandestine  trysts  with  lady  friend 
Judith  Nathan  so  enraged  the  prickly 
politician  that  he  threatened  to  sue  the 


Antunes  was  no 
Crocodile  Dundee. 


'  Why  do  the  largest  newspaper  companies 
around  the  globe  use  RouteSmart? 


RouteSmart  Technologies'  industry 
proven  software  manages  the  daunting, 
time  consuming  task  of  routing  home 
delivery  and  single  copy  newspaper 
distribution  operations. 

RouteSmart  automatically  balances 
routes,  sequences  subscribers  in  delivery 
order,  and  creates  and  maintains 
router/ street  inventory  files. 

Let  Your  Computer 
Do  the  Routing! 

To  learn  more,  route  yourself  to 
www.routesmart.com 
or  call  us  today  1  -800*977-7284. 
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The  WIFAG  OF  370  GTD  six-high  tower  in  a  space-saving 
compact  configuration.  It  produces  a  complete  -t8-page  news¬ 
paper  with  16  four-color  pages  on  a  printing  machine  footprint  of  only 
129  square  ft.  Or  "^O.OOO  copies  per  hour  of  a  24-page  newspaper  with 
8  four-color  pages  in  the  straight-run  mode  in  the  same  tower.  With  this 
high-end  productivity  rating  on  such  a  small  footprint,  the  WIFAG  OF 
370  GTD  is  unparalleled.  Yet  the  6-high  tower  -  almost  the  same  height 
as  a  conventional  4-high  tower  -  offers  you  up  two-thirds  more  capacity, 
superior  printing  quality,  webbing  flexibility  and  waste  savings.  All 
controls  are  accommodated  in  each  of  these  autonomous  printing 
units,  so  you  don’t  need  separate  air-conditioned  rooms  and  special 
wiring.  A  WIFAG  OF  370  6-high  tower  is  a  highly  proactive,  compact  web 
press  which  allows  you  to  produce  a  newspaper  on  up  to  three  webs 
concurrently,  while  saving  waste  and  time.  Would  you  like  to  know  more 
about  high  productivity?  Let’s  talk  about  it! 


WIFAG 

VHFAG,  frtO  Gunby  Road.  .Marietta.  (lA  AOW' 
Contact;  Joe  Ondra.s.  Phone  ■’"’U-SSO  SSI  1  -  Fax  8SS0  -  www.wifag.com 

VllF.AG  AG,  .tool  Bern  (Switzerland)  -  Phone  +41-31-3.S9  33  33  -  Fax  +41-31-.339 .36  66 


No  tall  story: 

The  highest  productivity 
on  the  smallest  footprint 
In  the  newspaper  world. 
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already  started  shaving 
expenses  here  and 
I  there.  But  few  attribute 
1 1  the  most  recent  cuts  to 
:  economic  factors. 

I  Rather,  those  who 


r£AMS 


BENEDKII 

iKfHHHIS 


I  were  let  go  were  told 
i  simply  that  the  paper 
J  was  moving  in  a 
“different  direction.” 


Dubya’s 


Tu  rning  heads 

While  the  Post  has 
made  waves,  across  town 
the  Daily  News  has 
missed  some  obvious 
opportunities.  The  day  of 
the  Post's  page-turning  Carnegie  murder 
coverage,  the  News,  curiously,  put  Woody 
Allen’s  mug  on  front,  with  a  rather  so-what 
stoiy'  about  tbe  filmmaker’s  lawsuit  against 
a  former  business  partner. 

But  tbe  News  bas  also  bad  its  moments, 
lately  exposing  everything  from  inept 
doctors  to  widespread  food  waste  in  public 
schools.  A  recent  News  report  blew  the  lid 
off  the  city’s  filthiest  supermarkets  —  and 
ended  up  costing  the  tab  some  major  ad 
business.  ‘These  things  happen  from  time 
to  time  —  over  time,  the  ads  usually  come 
back,”  News  Editor  in  Chief  Edward 
Kosner  shrugs,  adding,  “I  think  this  kind 
of  investigative  reporting  is  what  can 
distinguish  newspapers  today.” 

The  News  tried  to  make  amends  with  a 
favming  four-page  advertorial  about 
supermarkets  June  13  (see  “Editorials,” 
p.  16),  but  it  remained  to  be  seen  whether 
the  gesture  would  bring  back  the  estimated 
$50,000  to  $100,000  in  weekly  revenue 
the  paper  lost. 

At  times,  the  News  seems  to  be  copying 
some  of  the  Post’s  racy  ways.  The  day 
Timothy  McVeigh  was  executed,  the  Post 
an  “Extra”  edition  with  a  front 


The  Associated  Press  has  intro¬ 
duced  new  software  that  makes  it  fast 
and  easy  for  newspapers  to  pluck  their 
Grand  Central  Stocks  from  the 
Internet.  The  new  software,  available 
for  either  Macintosh  or  PC,  combines 
the  familiar  look  and  feel  of  earlier  ver¬ 
sions  of  AP  stock  table  software  -  but 
has  new  FTP  (File  Transfer  Protocol) 
functionality. 


Col  Allan  has  brought  the  good/bad  old  days  of  the  Post  up-to-date. 


tab,  which  once  had  fawned  over  Rudy. 

Then  came  the  June  8  firings.  Among 
those  w'ho  suddenly  found  themselves 
without  jobs  in  tbe  midst  of  the  worst 
newspaper  contraction  in  a  decade  were 
two  of  the  paper’s  three  managing  editors, 
Stuart  Marques  and  Marc  Kalech,  and 
Associate  Metro  Editor  Lisa  Baird,  the 
highest-ranking  African  American  on  the 
Post  masthead.  Baird,  who  is  battling 
cancer,  was  told  of  her  dismissal  over  the 
phone,  on  her  day  off.  “Shell-shocked”  is 
how  Baird  described  Posties  in  the  w'ake 
of  the  housecleaning. 

A  tough  break,  to  be  sure  —  but  perhaps 
not  so  surprising.  Under  Antunes,  the  first 
female  to  ever  run  the  paper,  Australian 
media  titan  Murdoch  took  to  popping 
in  on  news  meetings  and  voicing  his 
displeasure  with  the  Post's  softer  turn. 

Enter  Allan,  who  helmed  Murdoch’s 
brash  Daily  Telegraph  and  Sunday 
Telegraph  in  Sydney,  Australia,  and  who 
has  been  described  as  a  cranky,  “Crocodile 
Dundee”  type.  With  Allan’s  arrival  and 
then  the  swift  e.xpulsions  this  month,  some 
saw  the  beginnings  of  an  “Aussie  invasion.” 
As  the  pink  slips  flew,  the  Post  promoted  to 
the  high  perch  of  metro  editor 
Jesse  Angelo,  a  27-year- 
old  who  most  recently 
was  the  Post’s  deputy 
business  editor  and 
earlier  worked  for  the 
Daily  Telegraph  and 
London’s  The  Sun,  which 
is  also  owned  by  Mur¬ 
doch’s  News  Corp.  Angelo 
worked  under  Allan  at  the 
Telegraph,  and  is  a  pal  of 
Murdoch’s  son,  James. 

In  an  industry  w'here 
layoffs  are  accelerating 
as  ad  revenue  and  profit 
bottom  out,  the  Post  had 


The  new  delivery  is  called  AP 
StocksCapFTP  and  it’s  a  fast,  efficient 
w'ay  to  copy  files  from  one  computer 
to  another  that  takes  advantage  of  the 
preferred  Internet  data  delivery 
method  for  many  newspapers. 


New  software  features  include  a 
function  that  allows  your  computer 
to  automatically  grab  files  each  night. 
There’s  also  an  option  of  downloading 
all  the  files  at  once  or  as  they  become 
available. 


Switching  to  FTP  will  allow  a 
newspaper  to  unplug  the  AP  stocks 
modem,  get  rid  of  the  dedicated 
telephone  line  and  streamline  the 
production  process. 
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Market  watch:  The  News  had  a  tough  —  then  a  soft  —  approach. 
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page  that  blared,  “He’s  Dead.”  The  next 
day,  the  chilling  —  and  very  Posdike  — 
headline  on  the  News'  front  page  went  one 
step  beyond,  declaring  “He’s  In  Hell,” 
quoting  an  eyewitness  to  the  execution  of 
the  death  sentence  given  the  Oklahoma 
City  bomber.  But,  more  often  than  not, 
the  staid,  serious,  and  sometimes  achingly 
politically  correct  News  takes  the  upmarket 
approach,  while  the  Post  is  having  a  ball 
camped  out  in  the  gutter. 

Trash  ain’t  nothin  hut  cash? 

And  New  Yorkers  seem  to  be  eating  up 
the  Post's  trash-and-flash  formula. 

The  Post  has  been  flying  off  the 
newsstand  —  but  not  just  because  of  its 
attention-grabbing  headlines.  Last  fall,  the 
paper  chopped  its  newsstand  price  in  half 
to  a  quarter  —  and  the  ploy  seems  to  have 
paid  off"  in  a  big  way,  even  though  the 
paper  took  barely  a  nibble  out  of  the  News' 
commanding  lead. 

According  to  Audit  Bureau  of  Circula¬ 
tions  (ABC)  figures  for  the  six  months 
ending  March  31,  the  Post's  weekday  sales 
grew  a  whopping  11.6%,  to  487,219  copies, 
and  Sunday  circ  gained  2.8%,  to  368,636, 
compared  with  a  year  earlier.  Meanwhile, 
the  News  dipped  2%  weekdays,  to  716,095, 
while  Sunday  sales  were  level  at  821,080. 

“Post  Soars!  News  Snores!”  the  Post 
bragged  in  house  ads  for  days  following 
the  ABC  report  —  without  mentioning  its 
price  cut,  naturally. 

This  wasn’t  the  first  time  the  Post  had 
spiked  its  circ  by  playing  the  giveaw'ay 
game  (remember  the  Wingo  contest?)  at 
the  newsstand,  even  as  the  tab  has  lost 
truckloads  of  cash  —  believed  to  be  as 
much  as  $20  million  or  $30  million  a 
year  —  since  Murdoch’s  second  coming. 
Nobody  knows  for  sure  how  much  the 
paper  is  gushing,  but  one  has  to  wonder: 
How  wise  can  such  deep  discounting  be 
when  a  paper  is  bleeding  millions,  especial¬ 
ly  in  the  midst  of  a  crushing  ad  downturn? 

“Sure,  it  costs  money,”  Post  Publisher 
Ken  Chandler  admits.  “But  we  believe 
it’s  the  most  effective  promotion.  You’re 
giving  the  reader  more  value  for  their 
money.  It’s  a  great  sampling  technique,” 
he  maintains. 

Not  surprisingly,  executives  at  the  News 
have  a  different  take  on  Murdoch’s  busi¬ 
ness  tactics.  “We’re  here  to  make  money. 
The  Post  has  a  different  agenda,”  says  Les 
Goodstein,  president  and  chief  operating 
officer  of  the  News.  Goodstein  insists  that 
the  News  will  not  match  its  rival’s  price. 
“The  market  leader  doesn’t  chase  after  the 
competitor,”  he  sniffs.  “Once  you  do  that. 


The 

difference 
is  not 
always 
obvious 


PAPER  CROUP 


www.editorandpubllsher.com 


JUNE  25,  2001  EDITORS  PUBLISHER  27 


NewsView  Solutions  has  the 
industry's  most  AFFORDABLE 
digital  asset  management  tools. 
Yet  they  are  POWERFUL  enough 
to  give  you  all  the  archiving, 
searchability  and  redistribution 
capabilities  you  need  while 
saving  time  and  staff  resources. 

We  were  FIRST  to  base  our 
software  in  News  Industry  Text 
Format  standard  XML.  That 
means  your  data  is  kept  at  its 
most  flexible,  opening  the  door 
for  you  to  turn  content  into 
cash  by  SELLING  your  assets  to 
vendors  and  the  public  with  NO 
additional  staffing  or  EFFORT. 


NewsView 

solutions 

www.newsvjewsolutions.com 


ness  —  it  is  a  vanity  Goodstein  says  the  News 
publication.  The 

Post  is  [Murdoch’s]  mouthpiece  in  New 
York,  both  for  political  and  for  media 
purposes.  Whether  they  lose  10  million  or 
15  million  or  30  million  a  year  doesn’t 
really  matter  that  much  in  the  scheme  of 
News  Corp.”  Kosner  predicts  the  Post’s 
circulation  fortunes  “will  melt  away  like 


—  unlike  the  Post  —  is  “here  to  make  money." 

an  ice  cube  on  a  stove”  once  the  paper 
hikes  its  price. 

“The  economics  of  [the  Post’s  25-cent 
price]  defies  me,”  pipes  in  analyst  Atorino. 
“Murdoch  obviously  has  infinitely  deep 
pockets.  The  Daily  News  has  a  more 
serious  financial  issue  —  I  don’t  know 
how  deep  their  pockets  are,  but  certainly 


National  Press  Foundation 

HOMEOWNERS  INSURANCE 

A  Free  Four-day  Seminar  for  Journalists  —  September  9-12,  2001 
Expenses  Paid 

If  a  tree  falls  in  the  woods  and  nobody  hears  it,  that’s  one  thing.  But  if  it  falls  on  your  house,  that’s 
something  very  different.  Natural  disasters  are  inevitable,  and  covering  their  aftermath  is  a  basic  of 
journalism.  This  4  day  seminar  is  designed  to  help  journalists,  from  top  editors,  to  reporters  on 
city  desks,  to  weathercasters  for  TV  stations,  better  understand  the  sometimes-arcane  world  of 
homeowners  insurance.  The  NPF  is  offering  15  fellowships,  including  airfare,  hotel  and  most  meals, 
to  competitively  selected  journalists  for  this  program  in  Washington  from  September  9-12.  Speakers 
will  include  well-known  government  and  private  insurance  experts,  disaster  specialists,  building  design 
professionals  and  political  people.  This  conference  should  interest  any  journalist  who  has  evet  sent 
someone,  or  been  sent,  to  cover  a  tornado  —  or  a  fire. 

Topics  being  considered: 

•  Risky  Houses:  What  Gets  Insured.  •  Trends  in  Insurance  Regulation  and  Legislation. 

•  The  Small  Print:  What’s  in  a  Policy.  •  My  House  Burned  Down:  Now  What  Happens? 

•  Who  Sets  Rates  and  How?  •  Insurance  and  Low-Income  Areas. 

•  Weather  Patterns  and  Predictions.  •  Consumer  Issues,  Covering  Insurance,  etc. 

•  How  did  Homeowners  Insurance  Evolve? 

There  is  no  application  form.  You  can  apply  by  mail,  e-mail  or  fax.  To  apply,  send  a  letter  stating  why 
you  wish  to  attend,  a  letter  of  support  from  your  supervisor,  a  brief  bio,  and  a  clip  or  audio  or  VHS 
tape  (if  you’re  an  editor  send  a  sample  of  work  you’ve  edited).  Applications  will  not  be  returned. 
Applications  must  be  received  by  5  p.m.  July  27.  Send  applications  to  National  Press  Foundation, 
Homeowners  Insurance,  1211  Connecticut  Ave.,  NW,  Suite  310,  Washington,  D.C.  20036.  E-mail  is 
npf^nationalpress.org.  Fax  is  202-5.30-2855.  Call  for  information  at  202-721-9106. 

Latest  details  always  on  our  web  site,  www.Tuttionalpress.org 

This  program  is  underwritten  by  a  grant  from  State  Farm  Insurance  Companies 

The  National  Press  Foundation  is  a  non-profit  educational  foundation. 


nothing  like  News  Corp.’s.” 

Not  everyone  sees  the  Post's  pricing 
strateg)  as  misguided.  “I’d  like  to  see  more 
papers  do  it,”  says  Miles  Groves,  chief 
economist  of  the  Maryland-based  Barry 
Group,  a  newspaper  adviser,  noting  that 
other  big-circulation  papers  are  economi¬ 
cally  priced  —  including  The  Washington 
Post,  which  also  goes  for  a  quarter. 

'News'  buoyed 

Even  though  the  Post  has  made  great 
circulation  strides,  the  News  remains  the 
city’s  dominant  tab  in  terms  of  reach,  and 
has  made  some  downright  bold  business 
moves  of  late  under  Zuckerman,  Goodstein, 
and  CEO  and  C!o-Publisher  Fred  Drasner. 

It  launched  a  successful  free  evening  daily, 
the  Daily  News  Express,  targeting  com¬ 
muters  and  giving  advertisers  a  fresh  print 
platform  in  the  city.  While  other  papers  hav  e 
scaled  back  their  distribution,  the  News  is  ag¬ 
gressively  e.xpanding  to  Long  Island  to  com¬ 
pete  against  Tribune  Co.’s  firmly  entrenched 
Newsday  —  this,  as  Newsday  continues  to 
make  gains  in  the  borough  of  Queens,  where 
the  News  has  long  been  top  dog  but  has  lost 
ground.  In  an  unusual  marriage,  the  News 
has  teamed  with  its  former  owner  and  pres¬ 
ent-day  competitor  Tribune  to  sell  national 
advertising  across  major  categories. 

All  hasn’t  been  rosy  for  the  News.  The  ad 
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falloff  forced  the  paper  to  slice  2%  of  its 
staff,  just  as  the  Post  and  most  all  news¬ 
papers  have  cut  back.  And,  like  the  Post, 
the  News  has  witnessed  some  disruption  in 
its  highest  ranks.  The  week  of  the  Post 
bloodletting.  News  Sunday  Editor  and 
former  George  magazine  Editor  Frank  Lalli 
abruptly  resigned  after  less  than  three 
months.  It  was  widely  reported  that  Lalli 
wanted  to  return  to  the  magazine  world  — 
but  the  editor  was  said  to  be  at  odds  with 
other  top  News  editors,  and  Lalli  also  com¬ 
plained  to  E&P  about  limited  resources 
making  it  “difficult  to  get  things  done.” 
While  the  Post  is  enjoying  significant 

circulation  gains  and 
is  breathing  new  life 
into  the  tabloid  for¬ 
mat,  it  has  faltered 
elsewhere.  As  the 
News'  free  commuter 
paper  has  thrived,  the 
Post  pulled  the  plug 
on  its  10-month-old 
sports  weekly.  New 
York  Post  Sports 
Week.  The  News 
also  recently  beat  the  Post  to  the  punch 
in  sponsoring  the  first  debate  between 
Democratic  candidates  for  New' York  mayor. 

Although  their  advertising  has  fallen 
precipitously,  the  New  York  tabs  are  still  in 
there  fighting  the  good  fight  —  although 
the  ad  volume  of  both  papers  appears 
woefully  thin.  “Let’s  face  it:  New  York  is  a 
mature  market.  The  Daily  News  is  a  mature 
brand.  Broadcast  is  mature,”  the  News’ 
Goodstein  says.  “The  lines  are  drawn,  and 
eveiybody  is 
fighting  for  that 
fringe.” 

Retail  adver¬ 
tising,  long 
newspapers’ 
strongest  seg¬ 
ment,  is  evapo¬ 
rating  with 
industry  consoli¬ 
dations  —  the 
closure  of  the 
Stem’s  depart¬ 
ment-store 
chain  is  but  one 
example  —  and 
slacking  retail 
sales.  Gkrodstein  says  retail,  which  used  to 

*  account  for  more  than  a  half  of  the  News’  ad 

*  business,  now  represents  only  a  third. 

;  The  News’  financial  condition  was  dire 

O 

t  enough  in  the  spring  of 1999  that  Zucker- 
^  man  threatened  to  shut  the  paper  when  its 
z  400-plus  drivers  won  a  ruling  from  an 


A/ews'  free  Express  is  a  big 
draw  among  commuters. 


Drasner’s  News  paints 
with  bold  strokes. 
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arbitrator  that  awarded  hefty 
pay  raises  plus  back  wages  ex¬ 
ceeding  a  staggering  $18  mil¬ 
lion.  Luckily  for  Zuckerman, 
a  federal  judge  in  the  fall  of 
that  year  overturned  the  arbi¬ 
trator’s  decision,  asserting 
that  it  “jeopardized”  the 
paper’s  very  existence.  Zuck¬ 
erman  later  told  reporters  the 
judge’s  ruling  was  “essential” 
to  the  News  prospects. 

The  Post’s  Chandler  points 
out,  “A  lot  of  business  is  gone 
for  good  —  but  there’s  still 
some  business  to  be  had  out 
there.”  The  publisher  notes 
that  by  beefing  up  its  busi¬ 
ness  section,  the  Post  man¬ 
aged  to  score  several  upmarket  accounts 
of  late,  including  the  high-end  department 
store  Henri  Bendel  and  Manhattan’s 
Mercedes-Benz  dealer. 

National  advertisers  have  not  flocked  to 
the  tabs,  with  their  largely  working-class 
appeal,  as  they  have  other  large  dailies, 
including  the  Times.  Goodstein  is  banking 
that  the  nascent  A/cu’s/Tribune  national 
ad  effort  will  create  a  bonanza  for  both 


will  give  it  a  second  look  once 
it  fully  cranks  up  its  state-of- 
the-art,  color-printing  facility 
in  the  Bronx  —  a  development 
that  promises  to  give  the  old 
gray  tab  a  brighter,  cleaner 
look.  On  the  news  side,  Allan 
and  company  keep  turning  up 
the  volume  —  mid-June 
brought  titillating  Page  One 
stories  on  a  yuppie  sex  club 
and  Mayor  Giuliani’s  financial 
troubles. 

Although  Rudy  may  be 
cash-strapped,  it  appears 
Murdoch  isn’t  about  to  let  a 
few  measly  million  keep  him 
out  of  the  action  in  New  York. 
Chandler  hints  that  the  Post 
intends  to  win  this  war.  “We  are  really 
focused  on  growing  this  paper,  on  improv¬ 
ing  the  editorial  product  —  and,  obviously, 
on  the  ad  front  we’re  going  to  be  super 
aggressive  in  attracting  new  business,” 
the  publisher  says.  “We’re  building  a 
foundation  for  the  future  here.”  11 

Case,  a  New  York-based free-lancer,  writes 
frequently  for  E&P’s  sibling,  Mediaweek. 


Chandler  looks  for  growth,  but  admits  a  “lot  of  business  is  gone  for  good.' 

those  publishers.  “They’ve  [Tribune]  got 
Long  Island,  Chicago,  and  Los  Angeles  — 
the  one  piece  of  the  puzzle  they  didn’t 
have  was  New  York,”  he  explains.  “It’s  not 
really  so  strange  [an  arrangement]  when 
you  take  it  apart  —  we’re  not  competing 
for  national  ads;  we’re  competing  with 
magazines  and  broadcast  for  those  dol¬ 
lars.” 

The  Po,st  hopes  advertisers  and  readers 


■  The  benefits  add  up  at  6o  newspapers 
worldwide:  Pape  +  Partner  =  ROI 


To  achieve  your  newspaper's  business  goals, 
you  need  to  find  the  hidden  value  in  your 
production  operations.  PPI  software  unco¬ 
vers  new  cost  reductions  and  revenue  oppor¬ 
tunities  by  optimizing  your  entire  newspa¬ 
pers  workflow.  With  our  solutions,  you  can 

■  Reduce  waste 

■  Minimize  plate  changes 

■  Optimize  color  consumption 

■  Streamline  your  production  processes. 

PPI  integrates  its  value-adding  software  with 
your  current  prepress  and  press  control 
systems  to  create  the  most  cost-efficient 
workflow  possible.  And  with  our  Web-based 
ClobalTrack  module  you  can  monitor  your 
entire  workflow.  If  your  newspaper  is  scru¬ 
tinizing  the  bottom  line,  do  the  math  and 
discover  new  ROI  with  PPI  software. 


Internet:  http://www.ppi.de 

E-mail:  media@ppi.de 
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Vegas  each  year  by  temptress  Lady  Luck, 
but  residents  of  the  gaming  and  glitz  mecca 
are  largely  working-class  service  employees. 
According  to  Scarborough  Research,  people 
who  live  in  Las  Vegas,  the  country  ’s  faste.st- 
growing  designated  market  area  (DMA), 
are  30%  more  likely  to  work  in  blue-collar 
jobs  than  residents  of 
the  country's  other 
top-50  markets.  Las 

Vegans  are  29%  lesfi  ■TmI  |  flTl 

likely  to  have  graduat- 
ed  from  college. 

About  19%  of  them  have  annual 
incomes  of  $75,000  or  higher,  well  below 
the  25%  average  in  the  top  50  markets. 


Papers  roll  dice,  cover  bets 

In  newspapers,  the  morning  La.s  Vegas 
Review-Journal,  owned  by  Donrey  Media 
Group,  is  the  dominant  partner  in  a  joint 
operating  agreement  (JOA)  with  the  much- 
smaller  afternoon  Sun.  For  the  six  months 
ended  March  31,  the  R-Jhad  average  week¬ 
day  circulation  of  172,352,  a  gain  of  2.2% 
year  over  year.  Circulation  of  the  papers’ 
joint  Sunday  issue  was  flat  at  223,151. 

“We’re  able  to  sell  the  two  newspapers 
together,  thus  increasing  the  reach  of  print 
in  this  towTi,”  observ  ed  Jack  Harpster,  for 
years  the  Rei'ieic-JoumaF s  advertising 
director  and  currently  e.\ccutive  director  of 
Donrey  Media  Interactive.  The  circulation 
difference  between  the  two  is  so  large,  he 
added,  that  rarely  will  an  advertiser  buy 
just  one  paper. 

“They  are  a  monopoly,  they  control  our 
largest  dailies,  so  they  don’t  negotiate  rates, 
and  rates  are  very'  high,”  said  Paula 
Yakubik,  managing  partner  for  Mass 
Media/Vanguard,  a  Las  Vegas  ad  agency. 
“They’re  really  the  only  paper  you  can  go 
to  in  town.”  And  if  you  do  advertise  in  Las 
Vegas,  Yakubik  said,  you  should  have  a  lot 
of  cash  (rates  tend  to  be  high  in  all  media) 
and  be  brash:  “Everything  is  four-color, 
everything  is  really  tricky,  everything  is 
really  creative.  And  if  it’s  not  flashy  and 
‘lighty  ,’  then  it’s  not  going  to  stand  out.” 

Last  fall,  the  Review-Journal  completed 
a  $100-million  project  to  convert  its  presses 
to  the  50-inch  web  width  from  the  54-inch 
width  to  save  on  newsprint  costs.  The  paper 
also  introduced  a  major  redesign  at  the 
same  time,  its  first  significant  change  in 
look  in  about  a  decade.  The  redesign  and 
press  conversion  were  hampered  somewhat 
by  mechanical  failures  with  the  retrofitted 
presses,  Editor  Thomas  Mitchell  said. 

The  R-J  publishes  a  number  of  weekly. 


Las  Vegas:  In  terms  of  the  media  market,  it  may  well  be  “The  Brightest  Place  on  Earth. 

Strip  mining  for  gold 


Elvis  and  the  Rat  Pack  are  gone,  but  the  gambling  capital 
has  become  the  fastest-growing  market  in  the  country 

BY  EILEEN  DAVIS  HUDSON  AND  JOEL  DAVIS 

Getting  advertising  results  amid  the  bright 
lights  and  big  sell  of  Las  Vegas  can  be  like  scream¬ 
ing  on  a  roller  coaster:  It’s  hard  to  get  noticed. 

“It  takes  a  tremendous  amount  of  effort  to  get  over 
the  noise  floor  here,”  said  Daniel  Greenspun,  whose 
family  owns  the  Las  Vegas  Sun  and  several  niche  publications. 
“We’re  the  brightest  place  on  Earth.” 

The  important  thing  is  that  the  ads  are  still  being  placed.  Thanks 
to  the  “hospitality”  industry,  as  locals  call  Las  Vegas’  unique  brand 
of  tourism,  local  media  experts  say  this  area  is  more  recession- 

proof  than  the  rest  of  the  country.  “We’ve  people  to  come  here  and  be  entertained  and 

always  been  buffered  from  the  economy,”  gamble  that  softens  the  blow.” 

noted  Greenspun,  the  Suns  vice  president.  Millions  of  people  in  the  United  States 

“There’s  just  that  overwhelming  desire  for  and  around  the  world  are  lured  to  Las 
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zoned  editions  called  “The  View.”  Each 
covers  a  different  geographic  region  in  the 
DMA,  with  the  particular  region  reflected 
in  the  edition’s  name.  The  zoned  editions 
are  inserted  into  the  regular  paper. 

The  Sun  is  generally  regarded  as  the 
more  liberal  of  the  two  papers.  The  Sun’s 
weekday  circulation  averaged  34,233  dur¬ 
ing  the  six  months  ended  March  31,  flat 
with  the  prior-year  period.  Sun  Managing 
Editor  Michael  Kelley  has  expanded  the 
paper’s  business  section  staff  from  three 
to  five,  with  four  reporters  and  an  editor. 

He  contended  that  the  Review-Journal 
“copied”  the  Sun’s  move  to  add  a  depart¬ 
ment  on  the  local  gaming  industry  to  its 
business  section. 

The  Sun  also  went  to  the  narrower 
50-inch  web  width  last  year  at  the  same 
time  as  the  R-J,  which  prints  and  distrib¬ 
utes  both  papers  under  the 
J OA.  The  deal  also  limits  NEW S  F 

the  Sun’s  ownership  in  TFF  E  A1 

majetingte^l^r.  Clark  Count,: ! 

From  time  to  time,  we  Las  Vegas  Rem 
do  our  own  marketing  for 
the  Sun,  but  it’s  small  Nye  County:  li 

compared  to  what  the  JOA  J"  SeJ®”® 

and  the  Review-Journal 
do  on  our  behalf”  Green-  Stxirce  AuortBcreaitc 

spun  said,  adding  that  they 

do  not  do  it  “very  w'ell.  It  often  seems  like 

we  are  just  not  on  [the  R-Js^  radar.” 

Greenspun  seems  much  more  excited 
about  his  family’s  stable  of  niche  publica¬ 
tions,  which  include  the  magazines  Las 
Vegas  Life,  Showbiz  Weekly,  and  Vegas- 
Golfer,  as  well  as  the  weekly  newspaper 
InBusiness  Las  Vegas  and  the  alternative 
Las  Vegas  Weekly.  The  cluster  employs 
close  to  30  salespeople. 

Donrey  owns  one  of  the  market’s  three 
weekly  Spanish-language  papers,  El 
Tiempo  Libre.  Other  players  in  the  segment 
are  El  Mundo,  a  fixture  in  Vegas  for  three 
decades,  and  El  Heraldo,  which  launched 
about  five  years  ago. 

Playing  live  in  Vegas 

Las  Vegas  is  the  country’s  51st-largest 
TV  market,  with  559,330  TV  households. 

In  the  May  sweeps.  Sunbelt  Broad¬ 
casting’s  NBC  affiliate  KVBC-TV  was 
the  clear  winner  in  the  major  local-news 
races  at  5,  6,  and  10  p.m.  KVBC  has 
maintained  a  ratings  edge  over  its  rivals 
despite  having  suffered  high  turnover 
during  the  past  three  years. 

KVBC  is  not  alone  in  reshaping  its  staff. 
KTNV-TV s  new  general  manager  will  face 
a  daunting  challenge  to  improve  the 


station’s  poor  performance  in  local  news.  In 
recent  ratings  books,  the  outlet  has  finished 
a  distant  third  (behind  KVBC  and  KLAS- 
TV,  the  CBS  affiliate  owned  by  Landmark 
Communications  Inc.)  in  the  key  evening- 
news  competition.  The  new  boss  also  will 
have  to  rebuild  the  station’s  sales  force; 
KTNV  General  Sales  Manager  John 
Dalrymple  recently  recruited  about  half  a 
dozen  members  of  his  staff  to  jump  with 
him  to  KWU-TV,  the  Fox  affiliate  in  Las 
Vegas  owned  by  Meredith  Broadcasting. 

KLAS  President  and  General  Manager 
Richard  Fraim  said  his  station  finished 
strongly  in  the  May  sweeps,  winning  the 
noon  and  4  p.m.  news  races.  The  station 
also  finished  first  from  6  a.m.  to  7  a.m.  for 
the  first  time  ir  years. 

KVWB-TV,  Sinclair  Broadcast  Group 
Inc.’s  WB  affiliate  in  Las  Vegas,  recently 
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343 
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2.0% 

rebranded  itself  dropping  eill  marketing 
and  promotional  ties  with  its  call  letters 
and  over-the-air  dial  position  (Channel 
I  21).  The  station  now  calls  itself  simply 
'  “WB  Las  Vegas.” 

Sinclair’s  other  W  station  in  the 
market,  independent  KFBT-TV,  also 
i  has  shed  its  call-letter  identity,  but 
promotes  its  over-the-air  channel 
number,  billing  itself  as  “Gold  33.” 

Entravision  Communications  Corp.  owns 
Vegas’  Univision  affiliate,  KINC-TV.  The 
station  and  Summit  Media’s  Telemundo 
j  affiliate,  KBLR-TV,  serve  Las  Vegas’  diverse 
Hispanic  community,  the  fastest-growing 
segment  of  the  market’s  population.  While 
the  Hispanic  community  is  60%  Mexican- 
1  American,  it  also  has  many  residents  of 
i  Central  American  and  Colombian  descent. 

I  Scarborough  Research  estimates  Hispan- 
ics  make  up  16%  of  the  market,  compared 
to  the  average  of  12%  in  the  top  50  markets. 

I  Cable  TV  penetration  in  the  Las  Vegas 
i  market  stands  at  79%,  well  above  the 
national  average  of  73%  for  the  top 
markets.  I'he  number  of  households  con¬ 
nected  to  satellite  TV  service  also  exceeds 
!  the  national  average,  although  only  slightly, 
i  LVl,  a  24-hour  cable  news  channel  that 
I  is  a  partnership  of  KLAS,  the  Sun,  and  Cox 


Cable,  has  a  32-member  staff.  It  produces  a 
local  hour  of  news  at  9  a.m.  and  another 
hour  in  prime  time  at  9  p.m. 

Radio  in  the  Crystal  City 

The  Las  Vegas  radio  market  is  dominat¬ 
ed  by  Viacom’s  Infinity  Broadcasting  and 
Clear  Channel  Communications. 

Infinity’s  six  outlets  in  the  market  have  a 
combined  28.5  listener  share  and  control 
an  estimated  32.1%  of  the  market’s  annual 
advertising  pie,  according  to  BIA  Financial 
Network.  Clear  Channel  is  close  on  Infini¬ 
ty’s  heels  with  its  four  FM  outlets,  which 
have  a  total  listener  share  of  19-5  and 
command  an  estimated  27-8%  of  the  mar¬ 
ket’s  radio  ad  revenue,  according  to  BIA. 

While  Infinity  and  Clear  Channel’s  size 
offers  the  two  groups  considerable  clout 
with  local  advertisers,  Beasley  Broadcast 
Group  has  something  in 
Sunday  Market  that  neither  leader  can 

Penetration  boast  about  —  the  No.  1  over¬ 
all  station  in  this  retirement 

42  2%  haven,  nostalgia  outlet  KJUL- 
FM.  Lotus  Communications 
also  has  a  sizable  presence  in 
2  Qo/°  the  market,  with  four  outlets. 

In  the  winter  book.  Clear 
Channel’s  Vegas  outlets  all 
suffered  ratings  dips.  Mike 
Ginsburg,  market  manager  for  Clear 
Channel-Las  Vegas,  said  the  ratings 
declines  for  his  stations  are  indicative  of 
challenges  Arbitron  has  in  measuring  the 
market.  For  starters,  Ginsburg  said,  about 
70%  of  telephone  numbers  in  Vegas  are 
unlisted.  “It’s  one  of  the  hardest  towns  to 
do  research  in,”  Ginsburg  said.  “People 
here  don’t  like  being  surveyed.”  Ginsburg 
said  Vegas  media  buyers  typically  rely  on  a 
four-book  Arbitron  average  to  get  a  more 
accurate  read  of  the  market. 

Hispanic  Broadcasting  Corp.  owns  two 
stations  in  the  market  —  Mexican-format¬ 
ted  KISF-FM  and  KLSQ-AM,  a  Spanish 
adult  standards  outlet.  Powerful  KISF, 
which  burst  onto  the  scene  last  year,  already 
ranks  fourth  overall  in  morning  drive  and  is 
tied  for  sixth  in  total-day  ratings. 

In  outdoor  advertising ,  Clear  Channel’s 
Eller  Media  made  its  entry  into  the  DMA 
by  purchasing  Donrey’s  entire  inventory. 
Eller  also  offers  advertisers  video  units 
measuring  14  by  19  feet.  Lamar  Advertising 
Co.  is  another  strong  player  in  Vegas’  highly 
competitive  outdoor  market.  Lamar  has 
higher  penetration  in  surrounding  counties 
in  the  DMA,  while  Eller’s  business  is 
concentrated  in  Clark  County,  where  Las 
Vegas  is  located.  11 
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-FEATURES  AVAILABLE- 


ASTROLOGY 


WEEKLY-  MONTHLY  -  CAMERA  READY 

FREE  link  to  WWW  brings  readers 
rime  Data  Syndicate  (800)  322-5101 

_ ENVIRONMENT _ 

“ENVIRONMENTAL  TRENDS” 

Weekly  syndicated  column.  Excellent 
real  estate  supplement.  Samples/rates: 

Stuart  Lieberman  (732)  355-1311 

FEATURES  AVAILABLE 

RELIGION  NEWS  SERVICE.  The  only  secu¬ 
lar  news/photo  service  devoted  to  unbiased 
coverage  of  religion  and  ethics.  Daily  news, 
features,  columns,  photos,  charts,  plus 
SEARCHABLE  ARCHIVES.  15-day  free  trial. 
www.religionnews.com 
or  800  767-6781 

TRIVIA  WITH  A  TWIST  get  “Ponder  Points” 
6  days  a  week  250-350  words  per  day 
$15.00  per  week  (512)  345-7475  to: 
www.pearyperry.com  for  samples 


ABSOLUTELY  the  finest  in  crosswords 

PUZZLE  FEATURES  SYNDICATE 

Call  (800)  2924308/(909)  927-0164 


-ANNOUNCEMENTS- 


NEWSPAPER  APPRAISERS 

APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATE 
Box  579,  Landrum,  SC  29356 

WHATS  YOUR  PAPER  WORTH? 

Find  Out  Today!  It's  Free! 
www.mediamergers.com 
W.B.  Grimes  &  Co.,  Est.  1959 

KAMEN  &  CO.  GROUP  SERVICES 
NEW  YORK  •  TAMPA  •  LOS  ANGELES 
Appraisals,  Formal  Business  Plans 
Brokering  /  Business  Analysis 
Confidential  •  Accurate  •  Comprehensive 
(516)  379-2797 
(727)  786-5930 
kamenandco@aol.com 

NEWSPAPER  BROKERS 

Leader  in  Sale 
of  Community  K.,  v.  ^ 
Newspapers  jW 

Check  our  references 
(214)  265-9300 

Kickcnbacher  IVfcdia 

673  I  Dcsco  Dr..  Dalla 
673  1  Desco  Dr..  Dallas.  TX  75225 
w’ww.rickenbachermedia  .com 

MICHAEL  D.  LINDSEY 

Experienced  -  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 

www.publicationsforsale.com 

www.editorandpublisher.coin 


-ANNOUNCEMENTS- 


NEWSPAPER  BROKERS 


THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
“A  tradition  of  service  to 
community  newspapers' 

(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)  3684352 
23  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 

800  Sold  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S.West/West 
(505)  524-0122 

John  Szefc,  Midwest  (845)  291-7367 
Michael  Bradley,  Nortfieast 
(508)  563-2835 

PHILLIPS  PROPERTIES,  INC. 

Consultants-Investments 
Management  -  Brokers 
P.O.  Box  219 
Baker,  FL  32531 

Phone  (850)  537-4040 
Fax  (850)  537-4050 

GREGG  KNOWLES 
Knowles  Media  Brokerage  Services 

Affiliated  with  Mel  Hodell,  Media  Broker  Inc. 
Nationwide  Sales,  Acquisitions,  Mergers 

(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 

(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Willisms 

NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


NEWSPAPERS  FOR  SALE 

MAJOR  CITY  MAGAZINE.  Slick,  4-color, 
profitable.  $225K.  Also  county  seat  week¬ 
lies,  others.  Free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703-2833 
(512)  476-3950 

FOR  A  LIST  OF 

Publications  For  Sale  Go  To... 
www.mediamergers.com 
W.B.  Grimes  &  Co..  Est.  1959 


NEWSPAPERS  WANTED 

WANTED  TO  PURCHASE:  Small-town  news¬ 
papers  with  paid  circulation  4,000  or  above 
by  award-winning  non-public  group  that  will 
treat  your  employees  and  your  community 
as  well  as  you  have  done. 

Box  2036,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 

PUBUCATIONS  FOR  SALE 

N.Y.  BASED  JAZZ  magazine  for 
sale/monthly/black  and  white/1 25K-135K 
gross/65%  net  mostly  run  by  help 
(subcontractors)  solid  grovrth  potential  /  in 
business  for  20  years  call: 

973-366-0221 


SPECIAL  SECTIONS 

ONLINE.  IN  PRINT.  No  Hassle. 

New  Revenue.  Right  now!  (866)  626-6836 
contentthatworks.com 

NEWSPAPER  APPRAISERS 


Confidential  Appraisal 
for  Estate,  ESOP, 
Partners,  Bank,  Tax, 
Stock,  Assets 


Bolitho-Cribb 
&  Associates 

Publication  Brokerage 
A  Appraisals  est.1923 
Over  2000  papers  sold 


cribb.com 

Confidential  *  Convenient  ' 
24  hours  a  day,  7  daya  a  week  | 


Please  call  us  to  discuss  your  options  in  a  sale 


John  Crtbb 
406-586-6621 
104  E.  Main,  Suite  402, 
Bozeman,  MT  59715 
jcribb@crlbb.com 


Jim  Hicks 
307-684-9407 
336  US  16  East, 
Buffak^  WY,828M 
jhicks@cribb.com 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Naples,  FL  341  (fe 
tkaravakis@cribb.com 


-EQUIPMENTS  SUPPLIES- 


MAILROOM 


NEWSTEC,  INC 

Specializing  in  SLS/^uller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

'  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors.  Director  of  Sales 

Phone:  (508)  850-7945 
Fax:  (508)  85a7951 
www.newstec.com 


BUY/SEa/ALL  MAILROOM  E<?UIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
StitcherArimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-%56 

_ NEWSRACKS _ 

IMI  (USA)  CORPORATION 


Newspaper  Circulation  Supplies 


For  a  listing  of  publications  for  saie,  go  to  www.cribb.com 


Phone:  (800)  336-5803 
Fax;  (909)  920-3060 
E  ma  i  I :  i  in  i  usa(<^aol .  com 
www.imiusacorp.coni 


SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

For  a  complete  list  of  presses 

(913)  492-9050  or  (913)  492-6217 

WWW.  inlandnews  .com 

USED  PRESSES 

Let  us  help  you  through  the  process 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 

MOUNTAIN  STATES.  INC. 

(800)  257-3045 
www.msicylinders.com 

MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


CIRCULATION  SERVICES 

CIRCUUTION  SERVICES.  INC. 

The  Prepaid  Sales  Leader 

Find  Out  More  At 
www.circulationservices.com 
Or  call  Andy  Orr  at: 

(970)  4930470  ext.  109 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7766397 

WWW.PROSTARTS.COM 
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-INDUSTRY  SERVICES-  ■  -HELP  WANTED- 


CIRCULATION  SERVICES 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  pre¬ 
dictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus  Quan¬ 
tity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marfcetingplusinc.com 

SPECTRUM  MARKETING  SERVICES 

A  teleservice  solution  for 

•  Cold<all  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)  550-1515 
Eric  Southward 
www.metro-news.com 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 

BETTER 

Telemarketing  Best  References 
The  Telesphere  Company 
(800)  884-9511 
HHalat@aol.com 


COMPUTER  SOFTWARE 


COMPUTER  SYSTEMS  FOR  PUBLISHERS 

SM4  for  Contact  Management,  Print  or 
Web  Ad  Sales.  Production,  Billing,  Invoicing 
and  Accounting. 

•  SUB4  for  Subscription  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drivel!  See  it  at 
www.publishing.abelson.com 
or  Call  Susan  or  Glenn  at  (516)  596-9610 

SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 
(303)  791-3301  www.fakebrains.com 


CONSULTANTS 


MARKETING  CONSULTANT 

Management  Executive  with  15-f  years 
experience  in  strategic  planning,  busi¬ 
ness  development,  sales  and  market¬ 
ing,  product  launches,  event  planning, 
awards  programs,  and  conference  man¬ 
agement  IS  seeking  clients  with  event 
planning/marketing  needs  on  a  project 
basis.  Proven  track  record  of  increasing 
revenue,  developing  new  clients,  ex¬ 
tending  brand  and  producing  quality 
events. 

Producer  of  one  of  the  industry’s  most 
premier  events.  International  exper  ence. 

Phone:  (609)  588-8703  E-mail: 
marshastoltman@hotmail.com 


EMPLOYMENT  SERVICES 


-  Over  125  New  Career  Opportunities!  - 
$$$  -  70  Cities!  Account  Executives 
Sales  Management  -  Marketing  - 
Research  -  Traffic  -  Production  - 
Promotion  www.MediaRecruiter.com  • 
Free  to  Candidates!  303-368-5900 


FIND  ACCOUNT  EXECUTIVES!  Sales 
Managers!  Marketing-  Research  -  Traffic 
-  Production  -  Promotion  Pros! 
www.MediaRecruiter.com  $295  Total  Fee 
303-368-5900  -  50,000  Sales  Pros 
see  your  ad  monthly! 


INTERNET  SERVICES 


PSST,  ITS  ABOUT  PROFITS  not  just 
revenues.  Profitable  turnkey  websites  for 
newspapers.877462-6397 
www.our-hometown.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Un¬ 
safe  floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 


ACADEMIC 


JOURNALISM  FACULTY 
POSITION:  Indiana  University  of  Pennsyl¬ 
vania  Department  of  journalism  invites  ap¬ 
plications  for  a  permanent  tenure-track  po¬ 
sition  beginning  fall  2002. 

QUALIFICATIONS:  A  Ph.D  in  journalism  or 
related  field  from  an  accredited  institution 
required.  At  least  one  year  of  effective 
teaching  and  five  years  of  relevant  profes¬ 
sional  experience  required.  Responsibilities: 
Successful  candidate  will  teach  courses  in 
news  writing,  computer-assisted  reporting 
and  photojournalism.  Other  specialization 
areas  desired  include  but  are  not  limited  to 
the  following:  advertising,  civic  journalism, 
editing,  layout  and  design,  public-opinion 
surveying,  research  methods  in  journalism. 
To  become  finalists,  candidates  must  com¬ 
municate  effectively  and  perform  well  during 
the  interview(s),  which  may  include  a 
teaching  demonstration.  HOW  TO  APPLY: 
To  apply,  candidates  should  send  an  appli¬ 
cation  letter,  along  with  at  least  three  refer¬ 
ence  letters,  official  transcripts,  resume 
and  evidence  of  teaching  effectiveness,  to 
Randy  Jesick,  Search  Committee  Chairman, 
Journalism  Department,  434  Davis  Hall,  In¬ 
diana  University  of  Pennsylvania,  Indiana, 
PA  15705.  APPLICATION  DEADLINE:  Sep¬ 
tember  30,  2001.  lUP  ts  an  equal  opportu¬ 
nity  employer  M/F/H/V 


ADMINISTRATIVE 


PUBLISHER:  Lead  Montana  Home  Town 
Newspapers'  Townsend,  Montana-based 
products,  including  a  paid  community  week¬ 
ly,  a  Southwest  Montana  regional  agriculture 
weekly,  a  regional  rodeo  bi-weekly,  and 
a  TMC  community  weekly.  Townsend,  Mon¬ 
tana's  third-fastest  growing  community,  is 
located  minutes  from  some  of  the  best 
hunting,  fishing  and  outdoor  opportunities 
in  the  region.  Competitive  salary.  Send 
resume,  cover  letter,  and  references  to: 
Linda  Kent,  Publisher,  MHTN 
P.O.  Box  1011,  Townsend,  MT  59644 
Or  E-mail:  paprlady@mt.net 


PUBLISHER 

The  Ridgway  (PA)  Record  is  looking  for 
a  dynamic  individual  to  publish  its  4,000 
circulation  daily  and  32,000  circulation 
shopper.  Ridgway  is  located  in  beautiful 
North  Central  Pennsylvania,  just  minutes 
from  the  Allegheny  National  Forest.  It  is 
a  short  two  hour  drive  from  Pittsburgh,  Erie 
and  Buffalo. 

This  is  a  perfect  opportunity  for  someone 
looking  for  a  career  in  newspaper  publish¬ 
ing.  The  successful  candidate  will  possess 
leadership  skills,  creativity  and  hands  on 
newspaper  management  experience.  The 
candidate  should  also  demonstrate  a  thor¬ 
ough  knowledge  of  all  newspaper  disciplines 
as  Ridgway  is  a  central  print  site  for 
two  of  our  other  dailies  and  also  does  ex¬ 
tensive  commercial  printing. 

We  are  a  cnhi  newspaper  and  offer  a  com¬ 
petitive  compensation  package. 

If  you  are  up  for  a  challenge  with  plenty  of 
growth  potential  send  your  resume  and  a 
cover  letter,  in  confidence,  to: 

Steve  Roszczyk,  VP/Division  Manager 
8578  Black  Oak  Drive,  NE 
Warren,  OH  44484 
Or  E-mail:  saroszczyk@cnhi.com 
No  phone  calls,  please 


ADMINISTRATIVE 


GOT  TALENT? 

Need  a  new  challenge,  position  or  geo¬ 
graphic  change?  Visit  us  often  to  check  for 
new  employment  opportunities! 

www.BrehmCommunications.com 


ADVERTISING 


ADVERTISING  DIRECTOR 
Great  opportunity  for  experienced  advertis¬ 
ing  director  at  the  Taunton  (MA)  Daily  Ga¬ 
zette.  Position  requires  the  ability  to  lead 
and  motivate  a  talented  staff  in  a  growing 
market.  Must  be  goal  oriented,  with  solid 
understanding  of  budgeting.  Contact: 

John  Shields,  Taunton  Daily  Gazette 
P.O.  Box  111,  Taunton,  MA 02780 
Phone:  (508)  880-9040 


NATIONAL  SALES  DIRECTOR 
Duties  include  creating  overall  company 
sales  strategy  and  mentoring  of  local  ad 
teams  to  set  sales  targets,  establish  rates 
and  develop  marketing  materials.  The  posi¬ 
tion  requires  national  ad  sales  and  manage¬ 
ment  experience  that  includes  establishing 
ambitious  yet  attainable  sales  goals,  track¬ 
ing  progress  and  motivating  employees  to 
meet  and  exceed  individual  and  company 
goals.  Please  paste  resume  into  the  mes¬ 
sage  section  of  an  E-mail  and  send  to: 

jgrove@snitch.com 


ADVERTISING  SALES  REPRESENTATIVE 
Great  opportunity  to  work  with  an  industry 
leader.  NAK  A  seeks  professional  to  handle 
major  accounts  and  develop  new  business. 
Will  be  responsible  for  cross-selling  maga¬ 
zine  advertising,  sponsorship,  exhibit  space 
and  developing  strategies  to  meet  revenue 
goals.  Magazine  and  convention  generates 
S4M  in  income.  Must  have  college  degree 
plus  3-5  years  advertising,  sales  and/or  teF 
emarketing  experience.  Excellent  communi¬ 
cation  skills,  solid  organization  and  planning 
skills  essential.  Association  experience  de¬ 
sirable.  Excellent  salary  (-rcommission)  and 
benefits.  Send  resume  and  cover  letter  in¬ 
cluding  salary  history  to:  NAIFA,  2901  Tele¬ 
star  Court,  Falls  Church,  VA  22042. 

Fax  (703)  770-8352 
E-mail  recruiter@naifa.org 
www.naifa.org  EOE 


ASSISTANT  CLASSIFIED  MANAGER 
REAL  ESTATE 

The  Commercial  Appeal  in  Memphis  is 
searching  for  an  Assistant  Classified  Man¬ 
ager/Real  Estate.  The  ideal  candidate  will 
be  a  self-starter  with  high  energy  level, 
good  people  skills,  strong  management 
technique  and  good  at  developing  revenue 
initiatives.  Experience  in  newspaper  adver¬ 
tising  sales,  motivation  of  sales  profession¬ 
als,  development  and  implementation  of 
successful  sales  presentations  and  a  histo¬ 
ry  of  leading  by  example  will  help  to  secure 
this  position.  The  Commercial  Appeal  offers 
excellent  compensation,  and  a  benefits 
package  that  includes  medical,  dental  and 
matching  401(k).  Relocation  negotiable. 
Interested  candidates  should  send  a 
resume,  cover  letter  and  salary  require¬ 
ments  to  Charlotte  Cranford,  Human  Re¬ 
source  Manager,  The  Commercial  Appeal, 
495  Union  Avenue,  Memphis,  TN  38103, 
or  E-mail  to:  HR@gomemphis.com.  EOE. 


CLASSIFIED 
ADVERTISERS 


If  you  don’t 
see  a  category 
that  fits  your  needs, 
please  call  us  at  888.825.91 49. 
For  space/material  deadlines  call: 

Hazel  Preuss  at  646.654.5302 
- details  at  www.editorandpublisher.com 
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-HELP  WANTED- 


ADVERTISING 


ADVERTISING  DIRECTOR/DISPLAY 
Looking  to  grow  with  a  great  company? 
NY-NJ-CT  Pennysaver  Group,  1  million  circu¬ 
lation  direct  mailed  paper  serving  the 
tri-state  area  seeks  dynamic-hands  on  sales 
director.  This  person  will  be  responsible  for 
a  region  and  8  sales  representatives.  Man¬ 
aging,  motivating,  training,  and  developing 
new  ad  programs  in  a  deadline  driven  fast 
paced  competitive  environment  will  all  be  a 
part  of  your  multiple  responsibilities.  Sales 
management  and  publishing  experience 
necessary.  Salary  to  $80K  plus  bonus  and 
benefits.  Total  package  to  SIOOK  commen¬ 
surate  with  experience.  We  will  participate 
in  relocation. 

Fax  resume  to:  (914)  347-2429 
Or  call  Stacie  Boering  at:  (914)  592-5222 


ADVERTISING  DIRECTOR/CLASSIFIED 
Looking  to  grow  with  a  great  company? 
NY-NJ-CT  Pennysaver  Group,  1  million  circu¬ 
lation  direct  mailed  paper  serving  the 
tri-state  area  seeks  dynamic-hands  on  sales 
director.  This  person  will  be  responsible  for 
a  region  and  8  sales  representatives.  Man¬ 
aging,  motivating,  training,  and  developing 
new  ad  programs  in  a  deadline  driven  fast 
paced  competitive  environment  will  all  be  a 
part  of  your  multiple  responsibilities.  Sales 
management  and  publishing  experience 
necessary.  Salary  to  $80K  plus  bonus  and 
benefits.  Total  package  to  SlOOK  commen¬ 
surate  with  experience.  We  will  participate 
in  relocation. 

Fax  resume  to:  (914)  347-2429 
Or  call  Stacie  Boering  at:  (914)  592-5222 


NATIONAL  ACCOUNT  EXECUTIVE  NEEDED 
Award  winning  NC  alternative  weekly  with 
166,000  readers  has  no  national  sales  ef¬ 
fort,  until  you  get  here.  25%  commission 
on  all  sales.  Fax  resume  to: 

Attn:  William  (336)273-0821 


CIRCULATION 


THE  NEWS-SUN,  a  tri-weekly  in  Sebring, 
Florida,  has  an  immediate  opening  for  Cir¬ 
culation  Manager.  Promotions  and  experi¬ 
ence  with  Kansa  inserter  a  plus. 

Call  (863)  385-6155  ext.  515 


CIRCULATION 


ABC  AUDITOR  NEEDED 

Meadowlands  Marketing  Group  is 
seeking  a  current  or  former  ABC  Au¬ 
ditor  to  conduct  a  complete  legal  re¬ 
view  of  New  Jersey's  largest  newspa¬ 
per  circulation  practices. 

We  are  interested  and  seek  advice  in 
NIE  practices,  poster  and  promotion¬ 
al  giveaways,  hawking  practices,  as 
well  as  days  of  elimination.  Accurate 
professional  reviews  are  imperative. 
Excellent  compensation  available. 
Please  call  Mr.  Atlas 
(201)  842-8380 


SINGLE  COPY  MANAGER 
The  Post  and  Courier,  located  in  beautiful 
Charleston,  South  Carolina,  has  an  exciting 
opportunity  to  lead  our  Single  Copy  Depart¬ 
ment.  The  Post  and  Courier  has  circulation 
of  105,000  daily,  120,000  Sunday  and 
is  published  by  The  Evening  Post  Publishing 
Company.  The  ideal  candidate  will  possess 
strong  leadership  skills  and  a  proven  track 
record  of  circulation  success.  If  you  are 
looking  for  the  opportunity  to  lead  in 
an  environment  that  encourages  forward 
thinking  and  rewards  achievement,  please 
send  your  resume,  cover  letter  and  salary 
history  to: 

Steve  Wagenlander,  Post  and  Courier 
134  Columbus  Street 
Charleston,  SC  29403 
Or  swagenlander@postandcourier.com 

CIRCULATION  DIRECTOR 
Santa  Fe  New  Mexican  seeks  a  hands-on 
circulation  professional  to  continue  to  grow 
circulation.  The  ideal  candidate  will  have  in¬ 
novative  ideas  for  promotions,  aggressively 
pursue  single  copy  sales  and  deliver 
first-rate  home  delivery  service.  Manage 
satellite  office.  The  Circulation  Director  is 
member  of  active  management  team  that 
shapes  future  of  family-owned  newspaper. 
Excellent  benefits.  Send  resume,  salary  re¬ 
quirements  and  references  to: 

Ty  Ransdell,  General  Manager 
Santa  Fe  New  Mexican 
P.O.  Box  2048 
Santa  Fe,  NM  87504 
E-mail:  transdell@sfnewmexican.com 


CIRCULATION  CIRCULATION 


FORMER  CIRCULATION  DIRECTORS 
OR  SALES  MANAGERS 

Needed  to  join  our  team  of  auditor’s  in  conducting  a  legal  review  of  the 
circulation  procedures  and  practices  of  New  Jersey’s  largest  newspaper. 
Knowledge  of  single  copy  sales,  NIE,  carrier  new  order  acquisition  promo¬ 
tions,  telemarketing  solicitation,  file  maintenance,  and  file  cleansing  are 
required.  Excellent  compensation  available.  Call: 

Meadowlands  Marketing  Group 
Mr.  Atlas  (201)  842-8380 


uisit  us  on  line  at 
uiiuui.editorandpublisher.com 
for  help  wanted  rates  contact 
Michele  MacMahon  at  646.654.5303 


CIRCULATION 


EDITORIAL 


CIRCULATION  DIRECTOR 
The  Yuma  Daily  Sun,  Yuma,  Arizona  is  seek¬ 
ing  a  Circulation  Director  to  lead  and  build 
our  19,500  circulation  daily  newspaper. 
The  ideal  candidate  will  have  3-5  years  of 
circulation  and  management  experience, 
possess  strong  marketing  and  communica¬ 
tion  skills  and  be  a  champion  of  great  cus¬ 
tomer  service.  Salary  plus  bonus  and  bene¬ 
fits.  Send  resume  and  salary  requirements 
to:  The  Yuma  Daily  Sun,  Julie  Moreno,  Pub¬ 
lisher,  2055  S.  Arizona  Ave.,  Yuma,  AZ 
85364  or  e-mail:  jmoreno@yumasun.com. 

EOE 

CITY  CIRCULATION  MANAGER 
Southwest  40,000  *  daily  is  looking  for  a 
strong  #2  for  their  Circulation  Department. 
Will  be  responsible  for  city  circulation  in  ex¬ 
cess  of  15,000  and  supervise  3DM’s.  Must 
have  3-5  years  of  circulation  experience 
with  at  least  2  years  in  management.  Send 
resume  to:  GOOD  NEWS,  Suite  245  North, 
Alpine  Centre,  Bettendorf,  lA  52722.  Please 
include  your  current  salary. 


EDITORIAL 


EDITOR  for  semi-weekly  newspaper  in 
Franklin,  VA.  Excellent  salary,  benefits.  For 
info  call  Hanes  Byerly  or  Jamie  Brown: 

(800)  562-9822 


BUSINESS  TO  BUSINESS  PUBLISHER 
SEEKS  EDITOR  IN  CHIEF 
Growing  B2B  trade  magazine  publisher 
seeks  experienced  Editor  for  DIGITAL  OUT¬ 
PUT,  The  Business  Guide  for  Electronic 
Publishing.  Duties  include  assigning  articles, 
managing  staff,  editorial  content,  web 
site  development,  attend  industry  trade 
shows  and  represent  the  magazine,  contact 
and  build  relationships  with  industry  ven¬ 
dors,  interfacing  with  art  director  and  pub¬ 
lisher.  #1  book  in  its  field  and  growing  at 
over  25%  per  year  for  past  3  years.  Locat¬ 
ed  in  pristine  oceanside  resort  community 
in  northern  Florida.  Privately  held  firm,  prof¬ 
itable,  stable,  competitive  salary,  401(k)  an- 
d  very  high  quality  of  life.  A  team  of  20 
working  hard  on  (2)  magazines,  having  fun 
and  living  in  paradise.  Must  relocate. 
Please  send  resume  with  salary  require¬ 
ments:  E-mail:  tnewton@digitaloutput.net  or 
Fax:  (904)  285-9944. 

MANAGING  EDITOR  needed  to  lead 
10-person  staff  for  10,500  daily.  Must  be 
solid  in  community  journalism,  editing,  pagi¬ 
nating  (QuarkXPress),  team  leadership. 
Send  resume,  clips,  salary  requirements  to: 
S.  Jane  Benton,  Publisher 
Thomasville  Times-Enterprise 
P.O.  Box  650,  Thomasville,  GA  31799 
Or  E-mail:  jane.benton@gaflanews.com 


ADVERTISING  ADVERTISING 


Classified  Services 


TRIBUNE 


Tribune  Classified  Services,  one  of  the  newest  divisions  of  Tribune 
Company,  is  currently  seeking  an  .Automotive  Director  to  oversee 
all  Automotive  advertising  across  Tribune's  Interactive  and 
Publishing  units.  Tribune  Classified  Services  oversees  interactive 
classified  products  and  helps  to  share  print  and  interactive  best 
practices. 

We  seek  an  Automotive  Director  who  is  sales,  marketing,  and 
product-focused  to  develop  strategies  to  increase  classified  sales 
and  revenues,  oversee  and  manage  relationships  with  external 
partners,  consult  on  all  aspects  of  strategy  and  operating 
performance  (including  sales  goals,  pricing  strategies  and 
compensation  structures),  and  craft  decisions  regarding 
investments,  marketing,  product  and  revenue  mix. 

This  position  requires  strong  business  acumen,  and  preferably 
7-10  years  of  experience  in  a  product  marketing/sales  or  classified 
advertising  environment.  An  understanding  of  newspapers  and  a 
strong  knowledge  of  the  interactive  business  are  essential. 
Candidates  should  have  a  strong  track  record  of  building 
partnerships  across  organizational  lines,  excellent  communication 
skills,  and  the  ability  to  motivate  and  manage  professionals  as  well 
as  to  present  effectively  to  senior  management.  Much  travel  will 
be  required. 

Tribune  Interactive  provides  employees  with  a  very  competitive 
benefits  package.  For  consideration,  e-mail  cover  letter  and  resume 

to  tribune@hiresystems.com,  using  the  code  1388hs  in  the 

subject  line.  Tribune  is  an  Equal  Opportunity  Employer. 


www.tribune.com 


www.editorandpublisher.com 
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REPORTERS  WANTED 

The  Press  Democrat  in  Santa  Rosa,  CA,  a 
100,000-circulation  daily  owned  by  the 
New  York  Times  Co.,  has  immediate  open¬ 
ings  for  two  reporters: 

GOVERNMENT/POLITICS  REPORTER 
Thorough  knowledge  of  government 
(preferably  California  government)  and 
acute  political  instincts  are  necessary  for 
this  position.  Candidates  must  be  able  to 
recognize  government-related  issues  of 
community  interest  and  write  people-based 
stories  about  them.  Clips  should  demon¬ 
strate  your  work  in  these  areas. 

GENERAL  ASSIGNMENT  REPORTER 
We  also  are  looking  for  an  experienced  re¬ 
porter  capable  of  taking  on  daily  stories; 
working  rewrite  of  major  wire  and  staff  sto¬ 
ries;  identifying  and  developing  projects; 
providing  analysis  of  major  stories;  and 
breaking  news. 

A  minimum  of  3  -  4  years  experience  is  pre¬ 
ferred  for  both  of  these  positions.  Also, 
computer-assisted  reporting  skills  and  a 
track  record  of  enterprise  work  and  source 
development  are  minimum  requirements  for 
candidates  for  both  positions. 

Santa  Rosa  is  an  hour  north  of  San  Francis¬ 
co  in  Northern  California  Wine  Country.  The 
newspaper  offers  a  full  range  of  benefits  to 
employees.  The  Press  Democrat  is  an 
equal  opportunity  employer,  seeking  to 
have  its  newsroom  reflect  the  makeup  of 
the  community.  Deadline  to  apply  is  July 
15.  To  apply,  send  6  -  10  work  samples 
and  a  resume  to: 

The  Press  Democrat, 

ATTN:  Paul  Ingalls,  Senior  Editor 
P.O.  Box  910 
Santa  Rosa,  CA  95402 

REPORTER 

The  award-winning  Los  Angeles  Business 
Journal  seeks  enterprising  reporter  with  2-3 
years  experience.  Daily  and/or  business  ex¬ 
perience  a  plus.  Mail  clips/resume  to  Mark 
Lacter,  Editor,  L.A.  Business  Journal,  5700 
Wilshire  Blvd.  #170,  Los  Angeles,  CA 
90036. 


EDITORIAL 


EDITORS  and  REPORTERS 
CNHI  Georgia  has  excellent  career  opportu¬ 
nities  available  for  talented  journalists. 
Openings  range  from  managing  editor  to 
news  designer,  copy  editor  to  reporter.  Our 
10  award-winning  daily  newspapers  offer 
great  growth  potential.  If  you  are  a  commu¬ 
nity-oriented  self-starter  with  Georgia  on 
your  mind,  send  resume,  salary  require¬ 
ments  and  references  to: 

Steve  Smith,  VP/Division  Manager 
CNHI  Georgia 

P.O.  Box  968,  Valdosta,  GA  31603 

'  EDITOR/REPORTER  needed  to  cover  Mon- 
;  tana’s  third-fastest  growing  community  at 
:  Townsend’s  104  year-old  community  week- 
j  ly.  Experience  preferred,  strong  page  de¬ 
sign  skills  a  must.  Located  in  Southwest 
j  Montana,  Townsend  is  minutes  away  from 
'  great  hunting,  fishing,  and  outdoor  recrea- 
:  tion.  Competitive  salary.  Send  resume,  cov¬ 
er  letter,  samples  of  design,  editorial  and 
photography  to:  Linda  Kent,  Publisher, 
MHTN,  P.O.  Box  1011,  Townsend,  MT 
!  59644,  or  E-mail:  paprlady@mt.net. 

;  DEPUTY  NEWS  EDITOR 

J  The  News  &  Observer  in  Raleigh,  NC,  seeks 
'  candidates  for  the  No.  2  news  copy  desk 
job.  We  want  7  to  10  years  experience  at 
daily  newspapers;  sound  news  judgment; 
strong  editing  skills;  and  some  supervisory 
:  experience.  Work  with  a  desk  that  has  a  re- 
i  spected  place  in  a  newsroom  dedicated  to 
I  professional  development.  Send  your 
'  resume,  references,  work  samples  and  a 
cover  letter  to  Deputy  News  Editor  Job,  c/o 
Melanie  Sill,  Managing  Editor,  The  News  & 
Observer,  215  South  McDowell  Street, 
Raleigh,  NC,  27602.  Deadline:  July  27. 

ASSISTANT  FEATURES  EDITOR 
i  Seeking  editor  for  Features  department  of 
,  growing  metro  paper  to  help  lead  staff  of 
20.  Experience  of  2  to  5  years  preferred 
working  with  writers,  developing  ideas,  line 
editing  and  supervising.  Send  cover  letter, 
,  resume  and  five  story  ideas  to: 

Box  2191,  Editor  &  Publisher 
!  770  Broadway,  7th  FL,  NY,  NY  10003 


EDITORIAL 


DIRECTOR,  MAGAZINE  DIVISION 
Santa  Barbara,  CA-based  magazine  publish¬ 
er  seeks  strong,  experienced,  self-mo¬ 
tivated,  organized  journalist  with  a  strong 
management  background  for  the  position 
of  Director,  Magazine  Division.  Primary 
areas  of  responsibility  are:  editorial,  circula¬ 
tion,  research,  and  production.  Ability  to 
manage  complex  processes  and  multiple 
priorities  and  keep  management  team  fo¬ 
cused  on  common  goals.  Ideal  candidate 
will  have  minimum  10  years’  experience  as 
an  executive  in  publishing  arena  with  a 
proven  track  record.  Send  resume  with 
cover  letter  and  salary  expectations  to: 
hr@hbinc.com 


PHOTOGRAPHER 

The  Alexandria,  (LA)  Town  Talk,  a  40,000 
Gannett  daily  in  central  Louisiana,  has  an 
immediate  opening  for  a  photographer  with 
3-5  years  experience  on  its  award-winning 
staff.  College  degree  in  photojournalism 
and  three  years  daily  newspaper  photogra¬ 
phy  experience  required.  Send  resume  with 
cover  letter  to  Human  Resources,  The 
Town  Talk,  P.O.  Box  7558,  Alexandria,  LA 
71306  or  E-mail  to: 

personnel@thetowntalk.com 


ALASKA  REPORTER:  Work  in  Alaska’s  most 
interesting  town  for  the  Homer  News, 
named  Alaska’s  best  weekly.  Need  a  gener- 
^  alist  who  is  sharp,  writes  fast,  takes  photos, 

;  learns  quickly.  Previous  editing  experience  a 
;  plus.  Homer  is  on  beautiful 
,  Kachemak  Bay,  a  4  1/2  hour  drive  from  An- 
j  chorage.  Send  letter,  resume,  clips  prompt- 
'  ly  to:  Homer  News,  EP,  3482  Landings  St., 
Homer,  AK  9960T  Medical,  401(k)  and 
!  other  benefits. 


STAFF  WRITER 

:  LRP  Publications  has  an  excellent  opportu¬ 
nity  with  our  growing  Human  Resources  i 
Magazine  Division!  You  need  to  be  a  take 
charge  professional  with  solid  writing,  re- 
'  porting  and  copy  editing  experience.  You  al¬ 
so  need  strong  interpersonal  skills.  Back¬ 
ground  in  Business  and/or  HR  journalism 
desirable.  Some  travel  required.  Send  your  : 
credentials  including  cover  letter  and  salary 
I  requirements,  resume,  and  3  clips  to: 

LRP  Publications,  Department  120/STW 
747  Dresher  Road,  Horsham,  PA  19044 
FAX:  (215)  784-0936 
E-mail:  dbecker@lrp.com 
EOE 


SPORTS  EDITOR  ! 

Do  you  want  to  lead  a  five-person  sports  ] 

1  staff  covering  one  of  the  most  dynamic 
and  diverse  sports  and  recreational  environ¬ 
ments  around?  The  Santa  Cruz  Sentinel  is 
seeking  a  person  with  the  commitment  to 
i  covering  a  wide  range  of  activities  from 
i  world-class  golf  to  surfing,  triathlons  to  soc¬ 
cer,  from  prep  to  university  sports.  If  you 
have  a  proven  record  of  managing  a  sports 
staff,  plus  at  least  three  years  as  a  sports 
reporter,  if  you  understand  QuarkXPress  as 
well  as  running  a  staff  of  stringers,  and  if 
you  want  to  work  in  one  of  the  most  beauti- 
i  ful  areas  in  the  country,  then  send  your  ap- 
’  plication  to  Managing  Editor  Don  Miller  at  . 
i  dmiller@santa-cruz.com  or  207  Church  St.,  | 
P.O.  Box  638,  Santa  Cruz,  CA  95061 .  ' 


THE  STATE,  a  Knight  Ridder  newspaper  in 
South  Carolina’s  capital  city,  is  looking  for: 
AN  ASSIGNING  EDITOR  for  its  state  govern¬ 
ment  team.  The  candidate  should  have  sev¬ 
eral  years  experience  supervising  govern¬ 
ment  reporters,  either  local  or  state  govern¬ 
ment  and  state  reporting  experience. 

A  NATIONAL  EDITOR  that  supervises  two 
others  on  the  desk  that  handles  wire  copy 
and  paginates  inside  a-section  pages.  Copy 
desk  and  some  design  experience. 

Send  resumes  to  Harry  Logan,  deputy  man¬ 
aging  editor.  The  State,  P.O.  Box  1333, 
Columbia,  SC  29202. 

Or  E-mail:  hlogan@thestate,com 

COPY  EDITOR 

The  Idaho  State  Journal  is  accepting  appli¬ 
cations  for  copy  editor.  We’re  striving  to  be 
the  best  community  daily  in  the  Northwest 
and  require  a  strong  commitment  to  quality 
editing  and  deadline  performance.  Some 
newsroom  experience  preferred;  will  con¬ 
sider  recent  graduates  with  strong  editing 
skills.  Send  cover  letters,  resumes  and 
work  samples  to;  Steve  Miller,  Managing 
Editor,  Idaho  State  Journal,  P.O.  Box  431, 
Pocatello,  ID  83204;  or  to: 

smiller@journalnet.com 


EDITOR  FOR  DAILY  NEWSPAPER 
The  Daily  Sun  (Knight  Ridder),  an  8K  news¬ 
paper  in  Warner  Robins,  Georgia  is  looking 
for  an  experienced  editor.  This  “hands  on” 
position  works  with  our  11-person  news¬ 
room  as  the  primary  assignment  editor. 

The  ideal  candidate  will  have  a  passion  for 
community  news  and  a  strong  commitment 
to  serving  readers.  Strong  editing  skills, 
excellent  news  judgment  and  layout  ability 
is  needed.  You  must  have  leadership  abili¬ 
ties  that  translate  to  motivating  and  coach¬ 
ing  veteran  reporters  and  first-year  report¬ 
ers.  Teamwork  with  other  departments 
is  essential. 

Candidates  should  have  a  Bachelor’s  in 
Journalism  and  management  experience. 

We  offer  a  competitive  compensation  and 
benefits  plan,  which  includes  medical,  den¬ 
tal,  life  and  401(k). 

We  are  an  Equal  Opportunity  Employer  that 
encourages  minorities,  women  and  persons 
with  disabilities  to  apply. 

Applicants  should  send  cover  letter  and 
resume.  Inquiries  will  be  confidential. 

John  Hall,  General  Manager 
The  Daily  Sun 

P.O.  Box  6129,  Warner  Robins,  GA  31095 
FAX  (912)  9224082 
E-mail:  jhall@dailysun.net 

REPORTER 

Experience  or  entry  level  reporter  compe¬ 
tent  in  hard  news,  features,  photography, 
j  Great  opportunity  for  a  May  graduate  or 
I  someone  with  experience.  The  El  Campo 
Leader-News  is  a  5,900  circulation  semi¬ 
weekly  located  near  Houston.  Proficiency 
with  Macintosh,  Quark,  Photoshop  helpful. 
Competitive  salary,  health  insurance,  pre¬ 
scription  card,  gasoline  allowance,  retire- 
I  ment  plan,  bonuses  provided.  Mail  letter  of 
j  application,  resume,  clips  and  references 
to:  Christopher  Barbee,  El  Campo  Lead¬ 
er-News,  P.O.  Box  1180,  El  Campo,  TX 
77437  or  E-mail  to: 

cbarbee@leader-news.com  or  by  phone  to: 
(979)  543-3363.  Fax:  (979)  543-0097 

www.edltorandpublisher.com 
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I  beyond  words 

DEPUTY  INFORMATION  MANAGER 

The  Chicago  Tribune  is  seeking  a  Deputy  Information  Manager  who  will  be 
responsible  for  directing  the  day-to-day  activities  of  its  Editorial  Information 
Center.  This  position  will  report  to  the  Information  Systems  Editor  and  will 
be  responsible  for  managing  the  news  research  group,  the  Photo  and  Data¬ 
base  Preparation  Managers,  and  the  information  center’s  participation 
in  computer  assisted  reporting.  The  qualified  candidate  will  have  an  under¬ 
graduate  degree  and  at  least  3  to  5  years'  management  experience  at  a 
metropolitan  newspaper  library  or  a  special  library.  Working  knowledge  of  ma¬ 
jor  commercial  databases,  including  Lexis-Nexis,  Dow  Jones,  Dialog,  and  Au¬ 
totrack  and  experience  or  training  on  computer  assisted  reporting  projects 
are  also  required. 

I  For  immediate  consideration  all  resumes  should  be  e-mailed  to: 

I  tribune@hiresystems.com  using  job  code:  ctc/ctad/976HS 

C4  EDITOR  &  PUBLISHER  CLASSIFIEDS  JUNE  25,  2001 
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-HELPWANTED- 


EDITORIAL  i 

EDITORIAL 

INFORMATION  SYSTEMS 

MARKETING 

FILM  EDITOR  j 

REPORTER-  Full-time  reporter  sought  by 

INFORMATION  SYSTEMS  MANAGER 

CIRCULATION  MARKETING  AND 

Daily  trade  publication  seeks  film  editor.  Re-  I 
quirements  include  demonstrated  business  j 
journalism  experience  with  entertainment 
emphasis.  Minimum  five  years  daily  repor¬ 
ting  experience  mandatory.  Some  manage¬ 
ment  preferred.  Resume,  clips  to:  Deputy 
Editor,  The  Hollywood  Reporter,  5055 
Wilshire  Blvd.,  6th  Floor.  Los  Angeles,  CA 
90036.  ' 


ASSISTANT  CITY  EDITOR 
The  Evening  Sun,  a  20,000  circulation  daily 
newspaper  in  southcentral  PA.  needs  an  ag¬ 
gressive  newsie  who  knows  how  to  roll  up 
his/her  sleeves  and  copy  edit  as  well  as 
work  with  reporters  and  paginate.  This  is  a 
nightside  management  position  with  lots  of 
room  for  advancement  in  a  location  that’s 
close  to  Harrisburg,  Baltimore,  and  Wash¬ 
ington,  DC.  Must  have  reporting  experience. 
Send  resume  and  clips  to: 

Lori  Goodlin,  Editor,  The  Evening  Sun 
135  Baltimore  Street,  Hanover,  PA  17331 
Or  E-mail:  lgoodlin@eveningsun.com 


SPORTS  REPORTER 

The  Alexandria,  (LA)  Town  Talk,  a  40,000 
Gannett  daily  in  central  Louisiana,  has 
an  immediate  opening  tor  a  sports  reporter 
with  3-5  years  experience  on  its  award-  win¬ 
ning  staff.  The  primary  focus  of  coverage 
will  be  high  schools  with  the  opportunity  to 
cover  colleges  and  professional 
teams.  We  cover  a  13-parish  area  that 
includes  more  than  60  high  schools  and 
three  colleges.  Heavy  emphasis  on  cover¬ 
age  of  girls  high  school  sports  which 
feature  some  of  the  top  programs  in  the 
state.  Send  resume  with  cover  letter  and 
work  samples  to  Human  Resources,  The 
Town  Talk,  P.O.  Box  7558,  Alexandria,  LA 
71306  or  e-mail  to: 

personnel@thetowntalk.com 


GENERAL  ASSIGNMENT  REPORTER 
The  Watertown  (NY)  Daily  Times, 
34,000-circulation  newspaper,  has  an 
opening  for  a  reporter  in  our  two-person 
Massena  bureau.  The  beat  includes  cover¬ 
age  of  local  government  and  major  indus¬ 
tries.  B.A.  degree  required.  Internships  pre¬ 
ferred.  Salary  is  between  $21,800  and 
$26,000  depending  on  experience.  Please 
send  resume,  clips,  references  to: 

Bob  Gorman,  AME-News 
Watertown  Daily  Times 
260  Washington  St. 

Watertown,  N.Y.  13601 
(315)  782-1000,  ext.  259 
E-MAIL:  bgorman@wdt.net 


DEPUTY  NEWS  EDITOR 
The  Dayton  Daily  News,  a  Pulitzer-prize  win¬ 
ning  Cox  Newspaper,  seeks  a  Deputy  News 
Editor,  the  second  in  charge  on  the  news 
desk.  This  is  a  hands-on  position  requiring 
some  editing  and  design.  Candidates 
should  have  at  least  3  years  of  supervisory 
experience,  a  strong  news  background  and 
superb  news  judgment.  Send  a  resume  and 
work  samples  to  Ray  Marcano, 
AME/Production,  Dayton  Daily  News,  45 
South  Ludlow  Street,  Dayton,  OH  45402. 
E-mail:  rmarcano@coxohio.com.  The  Daily 
News  values  diversity. 

www.ediforandpublisher.com 


1  The  Union,  an  award-winning  daily  in  Califor- 
i  nia’s  beautiful  Sierra  foothills.  Beat  includes 
hard  news,  features  and  meeting  coverage. 
Journalism  degree  and  newspaper  reporting 
experience  required.  Submit  cover  letter,  re¬ 
sume  and  at  least  12  notable  clips 
to:  City  Editor  Judy  Brill,  The  Union,  464 
.  Sutton  Way,  Grass  Valley,  CA  95945,  or 
'  e-mail  to:  judyb@theunion.com 

BUSINESS  EDITOR 

National  and  regional  acclaim  and  awards 
have  followed  the  Mobile  (AL.)  Register's 
rise  to  become  one  of  the  Southeast's 
most  aggressive  daily  newspapers.  Now  is 
i  your  chance  to  join  the  team,  as  business 
j  editor.  The  100,000-plus  circulation  Regis- 
J  ter  -  a  Newhouse  newspaper  on  Alabama’s 
'  beautiful  Gulf  coast  -  seeks  an  experienced, 
hard-hitting  journalist  for  the  position.  Re¬ 
sponsibilities  include  story  development, 
staff  administration,  editing  of  daily 
;  copy,  writing  a  Sunday  column,  and 
i  hands-on  supervision  of  business  pages  and 
the  Sunday  business  section.  Candidates 
must  display  strong  word-editing  skills,  as 
well  as  the  ability  to  cultivate  enterprise  and 
lead  projects.  Coordination  of  graph- 
I  ics/photos  and  ability  to  coach  reporters 
j  essential.  Send  resume,  clips  to  Dewey 
*  English,  Managing  Editor,  Mobile  Register, 
P.O.  Box  2488,  Mobile,  AL  36652. 

NEWS  DESIGNERS 

i  Job  Type:  Permanent  full-time.The  Times  of 
i  Northwest  Indiana,  a  90,000  circulation  dai¬ 
ly  paper  in  Munster,  is  an  award-winning 
paper  located  just  30  minutes  from  down¬ 
town  Chicago.  We  are  looking  for  energetic, 
creative  news  designers  that  thrive  under 
deadline  pressure.  Self-starters  preferred. 
Designers  with  professional  experience  are 
!  preferred,  but  recent  college  graduates  are 
!  also  encouraged  to  apply.  All  applicants 
must  be  skilled  in  Quark  and  Photoshop.  We 
are  a  Mac-based  design  desk.  Knowledge  of 
Freehand  and  Illustrator  is  a  plus.  Send  re¬ 
sumes  and  clips  to:  Karin  Lowe,  News  De¬ 
sign  Team  Leader,and  Don  Asher,  Deputy 
Executive  Editor.  The  Times,  601  W.  45th 
Avenue,  Munster,  IN  46321. 

E-mail:  klowe@howpubs.com 
'  or:  dasher@howpubs.com 

1  REPORTER  needed  to  produce  clean,  crisp 
I  copy  and  quality  photographs  for  island’s 
;  leading  weekly.  Expect  challenging  assign¬ 
ments  on  major  issues  in  rapidly  developing 
^  Caribbean  island.  Ideal  for  serious,  ca- 
'  reer-oriented  journalist.  Salary  $285/week. 

I  Rush  resume,  clips  to: 

Box  2178,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 

New  York,  NY  10003 

I  LOOKING  FOR  FUTURE  MANAGING  EDITOR 
j  The  Daily  Iberian,  an  award-winning  15,000 
j  circulation  paper  in  the  heart  of  Cajun  Coun- 
t  try,  is  looking  for  a  strong  City  Edi- 
1  tor/Assistant  Managing  Editor.  We’re  seek- 
i  ing  someone  who  wants  to  eventually  be 
!  managing  editor,  here  or  at  one  of  our 
i  other  papers.  Excellent  salary,  benefits, 
I  and  a  great  area  to  live.  Reply  to  Managing 
Editor  Scott  Turick,  The  Daily  Iberian,  P.O. 
Box  9290,  New  Iberia,  U  70562. 

Or  E-mail  to:  dailyiberian@bellsouth.net 


Fast-paced  newspaper/commercial  printing  READERSHIP  DEVELOPMENT  MANAGER 
operation  seeks  IS  department  manager.  The  Modesto  Bee,  a  McClatchy  newspaper. 
Must  have  ability  to  manage  technicians,  located  in  the  heart  of  California’s  Northern 
multiple  projects,  facilitate  team  project  Joaquin  Valley  with  a  daily  circulation  of 
completion  on  deadline,  recommend  equip-  85,000,  is  seeking  a  results  oriented  mar- 
ment  acquisitions  and  systems  strategies,  keting  manager.  Position  has  significant  re¬ 
communicate  effectively  with  users  and  sponsibility  in  the  areas  of  subscriber  acqui- 

customers,  and  achieve  successful  out-  ^'tion  and  single  copy  sales  development, 

comes  with  vendors  and  outside  resources.  responsible  for  the  development  and 

Must  also  manage  day-to-day  support  ef-  implementation  of  effective  sales/marketing 
forts  to  maintain  a  computing  intensive,  programs  and  material  for  the  circulation 
deadline  oriented  production  environment.  department.  Will  coordinate  consumer 
Qualifications  preferred:  Degree  in  field,  and  implernent  results 

five  years  related  experience  supervisory  P'^f  P'^"- 

skills  and  past  success  with  arge  project  media  buys_ 

management.  Four-year  degree  required,  3  years- 

minimum  business  experience  in  the  areas 
System  knowledge  preferred:  Voice,  Inter-  qj  marketing  and/or  sales  development, 
net  and  Wireless  Telecommunications,  Mi-  Position  requires  creative  problem  solving, 
crosoft  Windows  98/2000,  Microsoft  Office  excellent  communication  and  interpersonal 
97/2000,  Microsoft  NT  4/2000  Server  jojjcj  presentation  skills  and  strong 

and  NT  web  and  mail  services.  Sun  Solaris,  math  and  analytical  skills.  E-mail  cover  letter 
Macintosh  System  9.  Industry  applications:  3n(j  resume  including  salary  requirements 
editorial/news  desktop  composition/pagi-  jq;  pnielsen@modbee.com 

nation,  classified  advertising,  ad  billing,  cir-  _ _ '  _ 

culation  subscriber  database,  HR  and  pay-  PRESSROOM 

roll,  printing  estimating  and  job  tracking  - 

and  remote  access  services.  PRESSROOM  MANAGER  -  15,000  AM  daily 

Cornpetitive  benefits  and  moving  expenses  jp  beautiful  Western  Massachusetts  looking 
available.  Send  resume  to:  quality  conscious  individual  to  manage 

Scott  Rinehart,  Columbia  Daily  Tribune  camera,  plate  and  pressroom.  Send 

P.O.  Box  798,  Columbia,  MO  65205-0798  resume  to  Doug  Hillman,  P.O.  Box  1367. 

Voice:  (800)  333-6799  xl543  Greenfield,  MA  01302-1367  or  call  (413) 

E-mail:  srinehart@tribmail.com  EOE  772-0261  ext.  288  or  E-mail: 

dhillman@recorder.com 

AILROOM 

-  PRESSROOM  MANAGER 

ROOM  MANAGER  ^  Pennsylvania  daily  and  Sunday  newspaper 

and  commercial  printing  operation,  part 
imes-Tribune,  Scranton,  PA  qj  3  growing  family  media  company,  is 

AM  -  35,648  PM  and  seeking  a  qualified  pressman/pressroom 

)  has  an  immediate  opening  rnanager  to  operate  a  new  13-unit,  sin- 

Manager.  This  individual  will  gle-width  Dauphin  Graphics  press  and  man- 

im  employees  while  working  gge  pressroom/personnel  in  its  new  prinbng 

sing  department  and  circula-  facility.  Candidate  must  have  previous 

it  in  achieving  key  service  management/supervisory  experience;  be 

Is.  Must  have  knowledge  of  able  to  tram  existing  and  new  personnel 

lailroom  operations  and  re-  and  be  quality  conscious.  Good  benefits, 

t,  be  computer  literate  and  Salary  and  bonus  commensurate  with  expe- 

rience.  Send  resume,  references  and  salary 
candidate  will  have  strong  requirements  to: 
n  communication  skills,  be  James  E.  Towner,  Publisher 

and  possess  the  ability  to  The  Daily  &  Sunday  Review 

laintain  its  focus  in  achieving  116  Main  Street,  Towanda,  PA  18848 

lary  plus  excellent  benefit  PRESSROOM  SALES 

E-mail  or  Fax  resume  to:  Dynamic,  established  company  is  seeking  a 

/@timesshamrock.com  sales  professional  with  a  proven  track  rec- 

70)  348-9119  ord  in  newspaper  pressrooms  in  the  North¬ 

east,  Midwest  and  Southeast  Territories. 
I  Position  will  require  direct  sales  of  consum- 
TOni  the  able  products  to  newspaper  production  per- 

sonnel.  Emphasis  will  be  on  increasing  mar- 
W!»rouiii»  share.  (Competitive  salary  -1-  commission 

to  tlie  compensation  package  with  benefits 

„  „  and  401(k).  Please  send  resume  in  confi- 

>SRt30IV4S  denceto: 

^  ,.1  Box  21 79.  Editor  &  Publisher  Classified 

770  Broadway.  7th  Floor 
-  New  York,  NY  10003 

le  covers  the  pressman  needed  for  4  color,  (jOSS  Corn¬ 

ier  business  like  mumty  four  high  web  work.  Busy  newspa- 
per  and  commercial  shop  offers  excellent 

&  PublisllCr  wages.  401(k),  insurance,  paid  vacations. 

relocation  expense.  Call:  News  Color  Press. 
(419)  947-9221  or  send  resume  to:  P.O. 
Giiead,  oh  43338. 
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_ MAILROOM _ 

MAILROOM  MANAGER 

The  Scranton  Times-Tribune,  Scranton,  PA 
(daily:  33,974  AM  -  35,648  PM  and 
77,898  Sunday)  has  an  immediate  opening 
for  a  Mailroom  Manager.  This  individual  will 
manage  mailroom  employees  while  working 
with  the  advertising  department  and  circula¬ 
tion  department  in  achieving  key  service 
and  quality  goals.  Must  have  knowledge  of 
inserting  and  mailroom  operations  and  re¬ 
lated  equipment,  be  computer  literate  and 
mechanically  inclined. 

The  successful  candidate  will  have  strong 
oral  and  written  communication  skills,  be 
team  oriented  and  possess  the  ability  to 
help  the  team  maintain  its  focus  in  achieving 
goals. 

Competitive  salary  plus  excellent  benefit 
package.  EOE.  E-mail  or  Fax  resume  to: 
jmcandrew@timesshamrock.com 
(570)  348-9119 

From  tlie 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

iio  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


Phone:  1-888-825-9149 


CLiniFIED  ADVERTISINII 


Fax :  (646)  654-5312 


MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


PRODUCTION/THCH 


LOOKING  FOR  THAT 
EXCELLENT  CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a 
few  of  our  36  daily  newspapers.  We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 
www.ogdennews.com/opportunities 


-POSITIONS 


_ EDITORIAL _ 

FRANK  CAPRA  called  me  “a  genius."  I’m  not. 
Robert  Altman  said  I  was  one  of  the  best 
critics  in  the  country.  I’m  not  working  at 
present.  And  Sam  Peckinpah  assailed  me 
with  curses.  At  least  he  wasn’t  armed.  Vet¬ 
eran  critic  seeks  a  forum. 

E-mail:  tmacklv@hotmail.com 
Or  Call:  (702)  254-0287 


EDITORIAL _ 


BILINGUAL  (English-Spanish)  writer,  editor, 
translator  seeks  freelance  work  with  news¬ 
papers  and  trade/consumer  magazines. 
Virginia  Benvenuto  Earl  (949)  650-5529 
www.spanishtranslators.net 


VETERAN  SPORTS  JOURNALIST,  with  21 
years  experience  (from  agate  clerk,  to  man¬ 
aging  editor,  to  web  editor),  seeks  challeng¬ 
ing  position  with  an  up-and-coming  section 
looking  for  creative  input.  Let  me  develop 
the  specialty  sections  your  readers  want 
and  deserve.  Contact  Ken  Carpenter: 
ken@powerfade.com  (407)  616-6566 


FREELANCE 


FROM  COLOMBIA:  Drug  &  Civil  War/US 
role:  sjackson@stillman.edu  or  phone  at: 

1  (800)  841-5722  ext.  8858 


If  you  don’t  see  a  category  that  fits  your 
needs,  please  call  us  at: 

(888)-825-9149 

For  space  and  material  deadlines,  call: 

Hazel  Preuss  at:  [646]  654-5302 
niicheleniacmahonat:(646)  654-5303 
IHichele  Golden  at:  (646)  654-5304 


Editor  &  Publisher  has  beOn  your  communication  link  to 
the  newspaper  industry  every  week  since  1884. 


E&P 


www.eilitorandpublisher.com 


CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 


Tuesday  at  noon  (EST)  for  the  next  Monday’s  issue. 


LINE  AD  RATES 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 

HELP  WANTED  ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $12.75 

1  week . 

. $11.70 

2  weeks . 

. $11.85 

2  weeks  . 

. $10.30 

3  Weeks . 

. $10.45 

3  Weeks . 

. $ 

9.00 

4  weeks  . 

. $  8.80 

4  weeks  . 

. $ 

7.70 

1 2  weeks  . 

. $  8.40 

1 2  weeks  . 

. $ 

6.80 

26  weeks  . 

. S  7.50 

26  weeks  . 

. $ 

5.95 

39  weeks  . 

. $  7.25 

39  weeks  . 

. $ 

5.60 

52  weeks  . 

. $  6.90 

52  weeks  . 

. $ 

5.25 

BUND  BOXES:  $25  per  insertion;  counts  as  additional  line  copy. 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
133-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $139 

12  weeks  . 

.  $  108 

2  weeks  . 

.  $126 

26  weeks  . 

.  $  103 

3  Weeks  . 

.  $120 

39  weeks  .... 

.  $  97 

4  weeks . 

.  $115 

52  weeks  . 

. $  92 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
standing  may  be  billed.  Deadline  is  Tuesday  prior  to  Monday 
Publication.  Cash,  check,  VISA,  MasterCard,  and  American  Express 
accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad  copy 
must  be  submitted  in  writing  via  mail,  e-mail,  or  fax.  We  reserve  the 
right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone,  5. 
Ad  Classification,  6.  No.  of  insertions. 

Or  Place  your  ad  online  www.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 
TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss@editorandpublisher.com 

MICHELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  +  WESTERN  U.S.) 

mmacmahon@editorandpublisher.com 

MICHELE  GOLDEN  (SERVICES  +  ALL  OTHER  CATEGORIES) 
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www.editorandpubiEsher.com 


-T^jpo 'J'i:  sjj'oUjjJ ’ii}, 

E&P '9  international  Year  Book  is  the  authoritative  source  te¬ 
nded  td  reach  and  the  information  you  need  tOiknow  -  news[ 


YEAR  BOOK 


YE:AR  B(K)K 


I  Dailies  throughout  the  world 
including  contact  names/titles, 
addresses,  phone/fax  numbers, 
local  population,  circulation, 
subscription  rates,  mechanical 
specs,  equipment,  news  services 
and  more! 


1 

•  u.S.  &  Canadian  Dailies 

•  U.S.  &  Canadian  Newspaper  Groups  &  Special  Dailies 

•  Foreign  Newspapers 

•  News,  Picture  &  Syndicated  Services 

•  Equipment/Interactive  Products  &  Services 


U.S.  &  Canadian  Community  Weeklies 
U.S.  &  Canadian  Shopper/TMC  Publications 
U.S.  &  Canadian  Specialty  &  Niche  Publications 
U.S.  &  Canadian  Weekly  Newspaper  Groups 
Other  Organizations  &  Industry  Services 


I  Community  papers,  shoppers, 
TMC’s,  specialty  and  niche 
publications:  alternative,  black, 
ethnic,  religious,  gay  and  lesbian, 


I  Web  site  addresses,  ad  rates, 
installed  equipment,  special 
editions/sections,  newsprint  and 
other  commodity  consumption. 


v::!..  3 

•  Alphabetical  listing  of  personnel  from  Dailies,  Weeklies, 

Groups,  Services,  Shopper  and  Niche  Publications. 

•  Name,  Title,  Company,  Phone,  City  &  State 


Call  1-888-612-7095  to  Order  NOW! 

Buy  the  3  Volume  Set  for  only  $205  and  Save  40% 


EDITORt^  PUBLISHER 


Also  available  on  CD-ROM  for  Windows®  and  Macintosh®. 
Targeted  Searches  -  Data  Exports  -  Customized  Mailing  Lists 
Call  (800)  336-4380  ext.  1  for  more  information. 


IMARKEr 

GUIDE 


Outlets.  Retail  Outlets,  Location 
of  Markets.  Newspapers  Serving  the 
Market,  Retail  Sales  Data,  and  much,  much  more! 


It’s  the  only  source  of  valuable,  descriptive  information  for  MSA 
and  non-MSA  markets  in  the  U.S.  and  Canada ...  plus  critical  market  data 
for  more  than  1.6(X)  cities  and  all  3,141  U.S.  counties. 


For  76  years  marketers  have  used  the  E&P  MARKF.T  GUIDE  as  a  planning 
tool.  They  have  come  to  rely  on  the  demographic  and  economic  tables  with 
actuals  and  remarkably  accurate  annual  projections. 


But  the  MARKET  GUIDE  has  also  been  a  highly  recommended  source  of 
relocation  data.  Its  unique  combination  of  quantitative  and  qualitative  data 
has  provided  an  accurate  description  of  community  life. 


Now,  in  our  77th  anniversary  printing,  the  MARKET  GUIDE  offers 
more  new  features  to  enhance  its  usefulness  in  both  areas! 

Relncatiun  info  now  indudes  rankings  of  quality  of  life  data  induding; 

•  Cost  of  Living  Index 

•  Crime  Index 

•  And  overall  BETTER  LIVING  INDEX! 


PKICINCi 

The  print  copy  of  the  E&P  MARKET  GUIDE  is  just  $145.  It's  also  available 
on  CD-ROM  for  windows.  Pricing  for  the  CD-ROM,  which  includes  the 
printed  Market  Guide,  is  just  $495.  (CA.  DC.  FL.  IL.  MA.  MD.  NJ,  NY.  OH 
and  TX  residents  please  add  appropriate  sales  tax.  Canada 
residents  please  add  GST.) 


Demographic  data  now  includes: 

•  Graduation  Levels 

•  Housing  and  Rental  Rates 

Now'  Populati(»n  Forecasts  are 
projected  out  5  YEARS  to  2006! 

All  the  market  data  for  Canada  is  in 
one  convenient  section! 

PLUS  ... 

...  these  regular  features:  Population  by  Age,  Ethnic 
Breakdowns.  Number  of  Households.  Income  per 
Household  and  per  Capita.  Principal  Industries.  Chain 
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The  Association  of  American  Editorial  Cartoonists  will  leave  ‘the 
States’  to  hear  about  the  state  of  cartooning  and  globalization 

BY  DAVE  ASTOR 

The  Association  of  American  Editorial  Cartoon- 
ists  (AAEC)  is  meeting  in  Canada  this  week,  so  it’s 
appropriate  that  globalization  will  be  a  major  topic. 

One  scheduled  speaker  is  consumer  advocate  and 
Green  Party  presidential  candidate  Ralph  Nader  — 
who,  according  to  AAEC  President  David  Horsey,  was  “pretty  recep¬ 
tive  to  coming”  to  face  a  roomful  of  editorial  cartoonists.  Also  dis¬ 
cussing  globalization  will  be  former  Canadian  Finance  Minister 

Mike  Wilson  and  former  New 
Democratic  Party  leader  Ed 
Broadbent.  Moderating  will 
be  Los  Angeles  Times  Pacific 
Rim  business  correspondent 
Evelyn  Iritani. 

Other  sessions  at  the  June  27- 
30  meeting  —  hosted  by  The 
Toronto  Suns  Andy  Donato  — 
will  cover  Canadian  cartooning,  navigat¬ 
ing  the  latter  part  of  one’s  career,  and 
more.  Also,  “Hardball”  columnist-TV  host 


j  having  content-packed  conventions,” 

I  said  Horsey,  who’s  with  the  Seattle  Post- 
j  Intelligencer  and  Tribune  Media  Services. 

There  also  may  be  an  announcement  at 
I  the  Toronto  meeting  about  a  new  source 
I  of  funding  for  the  AAEC.  “A  number  of 
j  years  ago,  we  decided  we  shouldn’t  take 
I  money  from  organizations  not  tied  to  the 
;  news  business,”  Horsey  recalled.  “But 
limiting  ourselves  to  syndicates  and  host 
newspapers  isn’t  enough.” 

And  there  will  probably  be  hallway  talk 
about  cartoonists  continuing  to  get  fired 
because  of  budget  cuts,  controversial 
drawings,  or  personality  conflicts  with 
their  bosses.  The  latest  casualty  was  Steve 
Kelley  at  The  San  Diego  Union-Tribune 
(E&P,  June  4,  p.  21). 

“Cartoonists  always  seem  to  lose  those 
battles,”  noted  Horsey.  He  said  creators 
may  not  always  be  totally  blameless  in 
personality-conflict  situations,  but  wishes 
more  editors  and  publishers  realized  the 
importance  of  cartoonists  —  especially  “in 
an  era  when  newspapers  are  struggling  to 
hold  onto  readers. 

“Editorial  cartooning  is  a  draw,” 
continued  Horsey.  “It’s  something  unique 
to  newspapers. ...  Controversy  raised  by 
cartoons  is  actually  good. 
Newspaper  editorial  pages  are 
all  about  debate.  If  you  get 
readers  sending  in  letters,  it’s 
not  a  bad  thing.  You  want 
them  engaged.” 

Horse>’,  49,  who  joined  the 
—  DAVID  HORSEY  Post-Intelligeruxr  in  1979  and 
AAEC  PRESIDENT  Pulitzer  Prize  for 

Chris  Matthews  of  Newspaper  Enterprise  i  editorial  cartooning  in  1999,  is  serving  a 
Association  and  MSNBC  will  speak.  one-year  term  as  president  of  the  AAEC 

“We’ve  always  prided  ourselves  on  '  (http://www.detnews.com/AAEC).  11 


“Controversy  raised  by 
cartoons  is  actually  good. 
Newspaper  editorial  pages 
are  all  about  debate.” 


In  brief 

Company  buys 
assets  of  ailing 
Web  syndicate 

YellowBrix  has  agreed  to  buy 
the  assets  of  iSyndicate,  which  has 
filed  for  Chapter  11  bankruptcy. 
Terms  were  not  disclosed.  San  Francisco- 
i ;  based  iSyndicate  and  Alexandria,  Va.-based 
I ;  YellowBrix  provide  Web  content  and  infra- 
j  structure  services.  If  the  deal  is  approved  by 
I ;  federal  bankruptcy  court,  the  combined 
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Cards  and  canines  cram  “Coast”  comic  by  Canadian  cartoonist  now  contracted  to  Creators. 


companies  will  have  more  than  400  cus¬ 
tomers  and  300,000  afiiliates. 

ISyndicate  has  only  40  employees  left 
in  the  United  States  after  firing  157  San 
Francisco  workers  this  spring,  according 
to  the  San  Francisco  Chronicle. 


‘The  Other  Coast’  comic 

COASTS  INTO  SYNDICATION 
Creators  Syndicate  is  distributing 
“The  Other  Coast”  by  Canadian 
editorial  cartoonist  Adrian  Raeside, 
who  works  for  the  Times  Colonist  in 


www.editorandpublisher.com 
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American  Editorial  Cartoon¬ 
ists’  (AAEC)  Notebook  publi¬ 
cation.  Officiating  at  the 
“joint  operating  agreement” 
was  Dennis  Draughon  of  The 
Scranton  (Pa.)  Times. 


Victoria,  British  Columbia. 

The  comic  started  as  a  Sun¬ 
day  feature  in  1990,  went  daily 
in  1999,  and  now  has  clients 
such  as  the  Chicago  Tribune 
and  Canada’s  National  Post.  It 
finished  first  in  a  recent  poll 
asking  readers  which  comics 
they’d  like  added  to  the  Ogden, 
Utah,  Standard-Examiner. 


Solo  sojourning 

SUBJECT  OF  SCRIBE 
A  column  called  “Travel 
Alone  &  Love  It”  is  being  self- 
syndicated  by  flight  atten¬ 
dant/author  Sharon  Wingler 
(jetwriter?®  aol.com). 

aimed  at  the 


Sports  artist  in  the  ^ 

SYNDICATION  ARENA  2- 

Frank  Galasso  is  syndicating 
his  sports  cartoons,  which  run 
in  The  Providence  (R.I.)  Jour¬ 
nal  and  about  40  other  papers.  Cartooni 
The  creator  (Frankgalasso@aol.com) 
also  does  editorial  cartoons,  business 
cartoons,  caricatures,  and  illustrations. 


The  feature 
36%  of  travelers  who  are  sin- 
ig  in  Boston,  gle,  divorced,  or  widowed  — 
runs  in  papers  such  as  the  Boston  Herald 
and  The  Columbus  (Ohio)  Dispatch. 


A  NEW  KIND  OF  JOA:  Two 
POLITICAL  CARTOONISTS  WED 
Two  editorial  cartoonists  got  hitched  last 
month  at  a  ceremony  performed  by  a 
third  editorial  cartoonist! 

The  marriage  of  Clay  Bennett  of  The 
Christian  Science  Monitor  and  United 
Feature  Syndicate  and  Cindy  Procious  of 
The  Huntsville  (Ala.)  Times  was  de¬ 
scribed  as  a  “JOA”  by  the  Association  of 


Columnist  accelerating 
INTO  automobile  REVIEWS 

Regina  Lynch-Hudson  (http://www.the 
writepublicist.com)  is  syndicating  test- 
drive  reviews  of  autos.  She  also  does  the 
1998-launched  “Regina  Roams”  column, 
which  spotlights  travel  destinations 
owned  by  or  of  interest  to  people  of  color. 


King  Features  names  Mott 

TO  MANAGING  EDITOR  POSITION 

Glenn  Mott  has  been  named  managing 
editor  of  King  Features  Syndicate.  The 
former  McGraw-Hill  acquiring  editor  has 
also  worked  as  a  financial  reporter  and 
film/video  editor  and  producer. 
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Newspapers  are 
looking  for  ways  to 
integrate  and  distribute 
content  across  media 

to  generate  revenue. 
Sonic  Factory's  voice 
portal  technology 
enables  them  to  do 
just  that. 

■  Integrate  print  and 
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Web  classifieds 
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phone 
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IHE  NEW  HI  NEXPfll 

Down  market,  up  market  -  It  doesn’t  really  matter: 
Newspaper  trade  show  is  the  place  to  make  debut 


BY  JIM  ROSENBERG 
AND  MARK  FITZGERALD 

NEW  ORLEANS 


Nexpo,”  said  Vice  President  Andrew 
Sherman.  “The  problem  is,  there’s  just 
not  enough  people  here.  It’s  rough.” 


But  the  cost-cutting  and  layoffs  that  are 
I  bad  for  Nexpo  turn  out  to  be  good  for 
'  StaffWriters,  since,  Sherman  said,  “News¬ 
papers  are  outsourcing  more,  because  we 
I  can  do  the  work  with  the  same  quality  at 
a  fraction  of  [an  employee’s]  cost.” 

Electronic  Imaging  Systems  of 
America  Inc.,  which  adapted  its 
j  archiving  system  for  commercial 
!  printers  to  create  the  Ad/stat  electronic 
tear  sheet,  was  a  Nexpo  first-timer.  But 
company  consultant  Jim  Hamilton,  an 
attendee  for  decades,  said:  “I  don’t  think 
!  I’ve  ever  seen  it  this  slow.  We  are  just  not 


Down  market  or  not,  Nexpo  is 
where  a  company  comes  to  put  its 
name  in  front  of  newspapers,  and 
this  year  drew  quite  a  few.  Herewith,  a 
sampling  of  the  unexpected,  unknown,  and 
'  unhappy  among  those  new  to  Nexpo  at  last 
I  week’s  annual  newspaper  trade  show, 
j  A  three-man  crew  from  Lufthansa 

AG  flew  into  the  Crescent  City  to  launch 
its  cross-media  publishing  system  in 
English-speaking  markets  after  capturing 
I  30  of  Germany’s  150  dailies  over  the 
past  31/2  years. 

Media/Publishing  Division  Sales  and 
Marketing  Manager  Gerd-R  Schmidtke 
registered  to  exhibit  after  vetting  Nexpo 
j  2000  in  San  Francisco.  Banking  on  success 

“If  you  [want 
newspapers’ 
business], 
you  go  to 
Nexpo.” 

—  ANDREW  SHERMAN 

StaffWriters  Plus  Inc. 

in  the  United  States  with  editorial  and 
j  advertising-circulation  systems,  looking  to 
fill  a  void  in  next-generation  solutions,  he 
j  lamented,  “It  cost  us  a  lot  of  money  to  come 
i  here.  It’s  terrible,  these  empty  halls.” 

Nevertheless,  interest  was  obvious 
j  among  the  curious.  Monday  morning 
I  “was  extremely  busy,”  said  13-year  Atex 
j  veteran  Schmidtke,  recalling  two  groups 
of  10  people  each  crowded  around  the 
small  booth. 

Last  year,  Hauppauge,  N.Y. -based 
StaffWriters  Plus  Inc.,  which  previously 
targeted  its  cadre  of  free-lance  writers, 
editors,  artists,  and  marketers  at  the 
business  of  producing  brochures, 
speeches,  and  other  corporate  materials, 
decided  to  go  after  newspapers.  “If  you  do 
that,  where  else  do  you  go?  You  go  to 
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getting  the  number  of  people  we  need.” 

Others  also  unhappy  with  the  thin 
traffic  still  were  able  to  see  some  gain. 
Canada’s  Rieger  Printing  Ink  Co.  Ltd., 
which  first  tested  the  market  at  America 
East  last  year,  attracted  attention  from 
Latin  American  papers.  And  two  firms 
with  similar  approaches  to  archiving 

“It  cost  US  a  lot ...  to 
come  here.  It’s  terrible, 
these  empty  halls.” 

—  GERD-R.  SCHMIDTKE 

Lufthansa 

stuck  it  out.  “This  is  where  we  want  to  be,” 
said  Alon  Men  of  Israel’s  Olive  Software 
(successor  to  Iota,  a  guest  in  now-defunct 
Hyphen’s  booth  a  few-  years  ago),  who 
preferred  being  among  information- 
technolog\'  managers,  publishers,  and 
editors,  rather  than  at  Internet-only 
shows.  Greek  newspaper  publisher 
Lambrakis  Press,  fresh  from  showing  its 
system  at  last  month’s  Newstec  show  in 
Brighton,  England,  said  traffic  was  good 
by  the  end  of  Sunday.  11 


Papers’  e-content  with  profit 


Wireless  Web  promises  payday 

BY  MARK  FITZGERALD 

NEW  ORLEANS 

Transmission  times  are  slow, 
the  screen  images  are  poor,  pro¬ 
gramming  standards  aren’t  settled 
yet,  and  the  technology  doesn’t  work  on 
older  machines:  Right  now,  wireless  looks 
an  awful  lot  like  the  Internet  in  its  infancy. 

But  there’s  a  big  difference  that  explains 
why  papers  were  giving  wireless  a  serious 
look  at  last  week’s  Nexpo  show.  Delivering 
content  to  cell  phones,  personal  digital 
assistants  (PDAs),  and  other  wireless 
devices  appears  to  be  something  that  can 
actually  make  money  for  newspapers. 

“I  believe  the  phone  company  or  other 
[cellular]  carriers  will  pay  us  one  way  or 
another  for  our  content.  Look  at  all  the  ads 
for  cellular  in  your  paper  —  they  need 
content  to  compete,”  said  Donn  Friedman, 
assistant  managing  editor  for  iheAlbuquer- 
qm  (N.M.)  JoumaTs  ABi^oumal.com. 


Subscriptions  are  another  revenue 
model  newspapers  are  looking  at,  because 
unlike  the  great  majority  of  Web  surfers, 
wireless  users  have  not  been  trained  to 
expect  free  content.  At  The  Salt  Lake 
Tribune  —  which  topically  gets  about  300 
to  500  people  accessing  the  abbreviated 
news  on  its  daily  cell-phone  edition  — 
users  have  volunteered  to  pay  for  access 
to  the  full  text  of  the  paper,  said  Tony 
Semerad,  director  of  the  newspaper’s 
NewsViews  Solutions  unit.  Their  usual 
offer:  $5  a  month. 

Even  banner  ads  appear  to  work, 
getting  click-through  rates  of  5%  to  12%, 
according  to  Heather  Kiehl,  a  manager 
for  WindWire,  the  wireless  ad  company. 

Basic  technology'  problems  of  trans¬ 
mission  speed  and  program  language 
remain,  but  already  a  kind  of  Java-for- 
wireless  called  Brew'  has  emerged. 

“I  think  eveiy  newspaper  should  look  at 
wireless  —  but  they  shouldn’t  be  stam¬ 
peded  into  it,”  NewsView's’  Semerad  said. 
“I’d  encourage  people  to  chill  out  a  bit.”  II 


What  do  FIU  and  The  Miami  Herald 
have  in  common?  A  Pulitzer. 

FIU  congratulates  our  alumni  and  The  Herald  Staff  on  winning  the  2001  award. 


FlU  graduates  among  this  year’s- winners:  Liz  Balmaseda  class  of ’82  (this  team  award  is  her  second  Pulitzer), 

Manny  Garcia  class  of  ’90  (this  is  his  .second  team  Pulitzer),  Johnny  Diaz  class  of ’96,  Mireidy  Fernandez  class  of ’98, 
Eunice  Ponce  class  of ’00,  jasmine  Kripalani  class  of ’01 


“The  success  of  our  alumni  has 
confirmed  the  exceptional  education  and 
career  preparation  our  faculty  provide.  ” 


•FIU 


Florida  International  University 

j.  Arthur  Heise,  dean  of  the  FIU  School  of  Journalism  and  Mass  Communication  MtUmtS  public  research  University 


For  admission  information  visit  our  web  site  at:  WWW.  fiu.edu 
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HOTTYPE 

_ THE  BEST  —  AND  REST  —  OF  THE  PRESS 

frankly,  ice  suck  less  —  so  cheer  up!" 

-  WILLIAM  DEAN  SINGLETON,  CEO,  MEDIANEWS  GROUP, 
CITING  FIGURES  SHOWING  NEWSPAPER  AD  REVENUE 
DECLINE  IS  LESS  THAN  TV,  RADIO,  AND  THE  WEB 


Weil-executed  ad 

With  the  media-magnetic  North  Pole  during 
the  McVeigh  misery  located  at  Terre  Haute,  Ind., 
it  was  no  surprise  to  see  an  ad  in  that  city’s 
Tribune-Star  June  1 1  on  behalf  of  a  new  organi¬ 
zation  called  Citizens  for  Capital  Punishment. 
The  image  at  its  center  was  rather  ambiguous, 
however.  It  showed  a  family  bathed,  perhaps  a 
bit  too  gleefully,  in  the  glow  of  a  TV  set  tuned  to 
the  execution  of  McVeigh's  death  sentence, 
according  to  a  TV  listing  below. 

“While  we  didn’t  necessarily  agree  with  it,  we 
decided  its  message  wasn’t  such  that  we  could 
justify  denying  it,”  said  Chris  Voccio,  ad  director 
of  the  Trib-Star.  The  New  York  Times  did  turn 
down  the  ad,  finding  it  “in  questionable  taste,"  a 
Times  spokeswoman  told  E&P,  and  so  did  The 
Wall  Street  Journal,  according  to  the  Chicago  ad 
agency  that  created  and  placed  the  ad,  the 
Ungar  Group.  Also  questionable,  to  some,  was 
whether  the  ad  was  satirical  or  not,  pro-  or  anti¬ 
capital  punishment,  or  whether  Citizens  for 
Capital  Punishment  even  exists.  Tom  Ungar, 
head  of  the  agency,  sent  E&P  a  statement 
saying:  “There  was  a  need  to  communicate  a 
message  and  we  went  about  this  the  same  way 
we  go  about  developing  messages  for  products 
or  services.”  —  Wayne  Robins 

A  shot  and  a  chaser 

Industry  analyst  John  Morton  says  the 
average  operating  profit  margin  for  14  top 
publicly  traded  media  companies  during  the 
first  quarter  this  year  was  18%.  ...  Joseph  R. 
Traver,  former  head  of  the  National  Press 
Photographers  Association,  committed  suicide 
Tuesday  in  Buffalo,  N.Y.,  after  being  arrested 
on  a  sex-crime  charge.  Entire  text  of  his  lengthy 
suicide  note  was  up  on  the  Web  within  hours. 
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FERNANDO  MORALES,  AGENCE  FRANCE-PRESSE 

UNCOVERING  A  GRAVE  MISTAKE,  OFFICIALS  IN  GUATEMALA 

recently  exhumed  the  bodies  of  28  people  assassinated 
by  military  and  paramilitary  personnel  over  two 
decades,  during  the  governments  of  Gens,  Efrain  Rios  Montt  and 
Romeo  Lucas  Garcia.  Here,  on  June  13,  residents  of  Chiche, 
about  100  miles  north  of  Guatemala  City,  prepare  a  coffin  with 
the  remains  of  one  Diego  Quin.  —  Greg  Mitchell 
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Shoptalk 


Some  people  swear  by  it.  Other  people  swear  at  it. 
Like  my  paper,  my  own  opinion  I  keep  to  myself. 


There  I  was,  perfectly  positioned  at  the  bar  inside 
The  Dugout  in  Alameda,  Calif.,  ready  to  tackle  a  plate 
of  baby-back  ribs,  a  tall  Budweiser  draft,  and  the  Jets- 
Dolphins  game  —  with  The  New  York  Times'  sports 
section  close  at  hand.  Within  moments,  the  roar  of 
the  crowd  on  TV  drew  my  attention  from  the  newspaper  to  the 
kickoff.  But  before  I  could  cheer  on  the  Jets  and  dig  into  my  food,  I 
realized  that  the  hulking  truck  driver  seated  next  to  me  had 


helped  himself  to  the  front  section  of  my 
paper.  Instantly,  I  felt  my  blood  boil. 

It  took  all  my  self-control  to  calmly, 
quietly  request  that  he  return 
my  propert>'.  Luckily,  he 
obliged,  avoiding  the  potential 
for  fisticuffs. 

I  can’t  tell  you  how  many 
times  I’ve  been  in  a  similar 
situation  —  at  a  lunch  counter, 
on  a  bus,  even  at  a  ball  game 
—  where  some  crumb  decided 
to  grab  my  paper  as  if  it  were 
his  own. 

OK,  I  know  I’ve  got  a 
problem.  It’s  not  alcoholism  or  drug 
addiction,  thank  God.  Still,  my  problem 
is  something  that  can  often  spark 
resentment  from  others. 

I  am,  you  see,  a  newspaper  miser. 

That’s  right.  I  admit  it.  I  cannot  stand 
to  have  anyone  else  touch  my  newspaper. 

And,  while  I  gladly  accept  —  and 
even  pride  myself  on  —  my  respect  for 
the  untouched,  unthumbed,  uncontami¬ 
nated  daily  news  sheet,  I  remain 
disgusted  at  how  many  people  openly 
help  themselves  to  someone  else’s 
newspaper  without  even  the  passing 
courtesy  of  asking  if  they  can  read  it. 

As  Oscar  Madison  would  say:  What  am 
I?  A  library? 


Would  you  ever  appropriate  any  other 
piece  of  personal  property  directly  in 
front  of  its  owner’s  eyes?  Of  course,  you 
wouldn’t! 

It’s  amazing  that  people 
will  plunk  down  hundreds 
of  dollars  for  sneakers, 
thousands  of  dollars  for 
Super  Bowl  tickets,  and 
millions  of  dollars  for  summer 
homes,  but  they  can’t  stick  a 
crowbar  into  their  pockets  to 
pry  out  a  lousy  50  cents  for  a 
daily  paper. 

It’s  ridiculous.  At  a  time 
when  gasoline  is  surpassing  $2  a  gallon,  a 
cup  of  coffee  can  run  more  than  $3,  and 
movies  are  up  to  $10  a  showing,  a  couple 
of  quarters  for  a  newspaper  isn’t  going  to 
break  anyone. 

Still,  I  know  my  problem  is  getting, 
well,  a  bit  excessive.  I  realized  that  it  was 
hitting  crisis  level  on  a  cool,  foggy  Friday 
in  San  Francisco  some  six  years  ago.  At 
the  time,  I  covered  city  government  and 
politics  for  The  Independent  —  a  thrice- 
weekly  owned  by  the  same  Ted  Fang  now 
running  the  San  Francisco  Examiner. 

Like  most  city-government  reporters, 
my  regular  routine  at  week’s  end  included 
picking  up  the  agenda  for  the  following 
week’s  meeting  of  the  San  Francisco 


!  Board  of  Supervisors.  Preoccupied  with 
j  thoughts  of  hitting  a  blues  bar  that  night, 

I  trekked  to  the  board  clerk’s  office  with 
little  interest  in  what  lay  in  the  agenda, 
knowing  it  wouldn’t  matter  until 
I  Monday.  Clasping  that  day’s  edition 
I  of  the  Examiner  in  one  hand  and  my 
j  trusty  pen  and  pad  in  the  other,  I  barreled 
I  into  the  clerk’s  office  and  requested  a 
i  copy  of  the  agenda.  In  doing  so,  I  placed 
I  the  Examiner  on  the  counter  and  turned 
j  momentarily  to  flip  through  my  notebook 
i  while  the  clerk  tended  to  handling  my 
I  request. 

As  I  reviewed  my  mass  of  note-taking 
]  for  the  day,  I  barely  noticed  out  of  the 
j  comer  of  my  eye  when  someone  else 
I  approached  the  counter  and  took  a  spot 
I  next  to  me.  I  hardly  glanced  at  him  until 
'  the  stranger  dared  to  step  forward  and, 
j  yes,  pick  up  the  Examiner  —  my 
I  Examiner]  —  as  if  it  were  his  own. 

'  “Hey!”  I  snapped,  reaching  out  to 
i  retrieve  it.  “That’s  mine!” 

!  A  bit  startled,  but  apologetic,  the 
j  man  let  go  of  the  paper  and  said 
I  quietly,  “Sorry.” 

Still  miffed  that  this  cheapskate  would 
j  dare  touch  my  personal  property,  I 
j  mumbled  some  response  and  went  back 
to  reviewing  my  notes.  Only  after  the 
j  clerk  brought  my  copy  of  the  agenda,  and 
i  I  turned  to  walk  away,  could  I  see  who 
the  evil  perpetrator  had  been:  the  one 
and  only  Tom  Hayden, 
j  Yes,  the  former  “Chicago  Seven” 

I  defendant,  ex-husband  of  Jane  Fonda, 
j  and,  at  the  time,  candidate  for  governor 
j  of  California,  who  happened  to  be  in  San 
!  Francisco  for  a  Democratic  primary 
debate  that  night. 

i  When  I  realized  his  identity,  the 
!  surprising  thing  was  that  it  still  didn’t 
!  matter  to  me.  My  only  concern  was  that 
i  this  person  had  the  nerve  to  take  what 
I  was  mine.  The  moocher! 

]  So,  now  that  I  think  of  it,  maybe  I  am 
i  right.  Maybe  this  problem  is  not  my 
!  problem.  It’s  yours. 

I  Yeah,  sure,  so  it  was  only  a  newspaper. 

I  know  what  you’re  thinking:  I  should  get 
a  life,  get  my  priorities  straight,  get  real. 

I  To  that  advice,  I  respectfully  say:  Buzz 
j  off!  And  keep  your  hands  off  my  paper!  11 

t  Strupp  is  an  associate  editor  for  E&P. 
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Sometimes,  Your 
20-million  Dollar  Press 
Isn't  Worth  a  Nickel. 


When  a  conveyor  breakdown  stops  the 
presses,  your  big  investment  isn’t 
k  worth  much.  That’s  why  more  and 
more  of  the  world’s  leading 
newspapers  are  installing 
Ferag  conveyors.  In  the  four 
■HA  decades  since  they  were 
introduced,  no  Ferag 
conveyor  chain  has 
ever  broken. 

And  no  conveyor  down- 
time  means  no  press 
A^I^H  downtime.  To  keep  your 

■feBAs  presses  running,  install 

WBKSI  the  conveyors  that  keep 
WBjtM  running.  Ferag.  Nobody 
delivers  like  we  do. 


F’E'R'A'G 


FERAG  AMERICAS,  KEYSTONE  INDUSTRIAL  PARK,  190  RIHENHOUSE  CIRCLE,  BRISTOL,  PA  19007 
215-788-0892  Toll-Free  800-355-0892  FAX:  215-785-0604 
VISIT  OUR  WEBSITE  ATwww.ferag-americas.com 

A  COMPANY  OF  WRH  WALTER  REIST  HOLDING  AG 


TODAY 


TOMORROW 


TOYOTA 


"The  dog  ate  my  alarm  clock." 

"My  long-lost  uncle  dropped  in  for  tea." 

"A  squirrel  short-circuited  the  garage  door." 

There  will  always  be  plenty  of  excuses  for 
not  getting  to  work  on  time.  But  in  the 
future,  traffic  may  not  be  one  of  them. 

In  San  Diego,  Toyota  has  tested  a  highway 
system  that  helps  vehicles  automatically 
maintain  a  safe  distance  from  each  other, 
regulating  traffic  flow.  And  our  engineers 
are  also  developing  on-board  computers 
that  monitor  traffic  congestion,  suggest 
quicker  alternative  routes — even  locate 
vacant  parking  spaces. 


Think  up  new  excuses  for 
being  late  to  work 


Develop  smart  highway 
systems  to  help  traffic 
move  more  smoothly 


But  that's  just  the  beginning.  We  won't 
stop  until  bumper-to-bumper  crawls  are 
a  thing  of  the  past.  And  to  those  who 
say  that's  not  possible,  we  have  just  one 
thing  to  say.  Excuses,  excuses,  excuses. 


'2001 


www.toyota.com/tomorrow 


